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in the battle of 


HIGH QUALITY 


VAY 


MOUNT 






.. you come out on top both ways 


with BAGLE-A TROJAN BOND 


Specify Eagle-A Trojan Bond to win new heights of excel- 
lence in your printing. With this great group of 25% 
cotton fiber bond papers you get extra quality without 
paying a premium price. Ideal for letterpress, lithography, 


die stamping, raised printing . . . for business stationery 
with matching envelopes, direct mail . . . for every job 
that calls for fine appearance and good printing. For a 
sample portfolio, write Dept. AR. 


TROJAN BOND COCKLE FINISH *« TROJAN BOND OPAQUE 
TROJAN LAID * TROJAN BOND SMOOTH VELLUM 


American Writing Paper Corporation, Holyoke, Mass. 
Makers of Eagle-A Coupon Bond and Other Fine Eagle-A Papers 


NOW... EXCITING 


~‘GRARICS: 


in brilliant color for your book covers 


.:. With long-wearing Du Pont vinyl PX® cloth— 
another achievement of chemical research 


Here’s an advanced binding material developed in Du Pont research labora- 
tories that makes book covers look brighter and last longer—new vinyl 
“PX’* cloth. 

Printing detail on vinyl “PX” cloth is crisp and alive. Colors glow with a 
true brilliance on its snow-white, uniform surface. And this beauty lasts 
because vinyl “PX” cloth is tough and durable—10 times more scrub- 
resistant than pyroxylin materials of the same grade. 

Already these exciting advantag:s have led to the use of vinyl “PX” cloth 
by many enthusiastic publishers. This new binding material meets Com- 
mercial Standard CS-57-40 and the Official Minimum Manufacturing Stand- 
ards and Specifications for Textbooks. 

Be sure to ask for Du Pont vinyl “PX” cloth. For free sample swatches 
and more information, write: E. I. du Pont de Nemours & Co. (Inc.), 
Fabrics Division, Department AR-3 Wilmington 98, Delaware. 

*Reg. U.S. Pat. Office 


Another publisher chooses brighter-looking, longer-lasting vinyl 
“PX” cloth. Scott, Foresman and Co.’s Cathedral Edition of ‘‘All 
Around America” and “Wide, Wide World” have dramatically 


designed covers printed in sparkling color by Mid City Litho- 

graphers, Inc., Chicago, finished by Paper Converting and Fin- eres 

ishing Company, Chicago and bound by L. H, Jenkins and Co., BETTER THINGS FOR BETTER LIVING 
Richmond, Virginia. ++» THROUGH CHEMISTRY 
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‘let's up-periscope and have a look around” 


This idiom of the agency world simply says to examine an 
idea or situation carefully and completely. Good advice to 
our way of thinking... advice you should certainly consider 
when selecting and ordering paper. Once you have studied 
all the individual requirements of a particular job, the 
paper you choose must not only meet those requirements, it must 
enhance your proud reputation as an expert craftsman. 


Next time and every time, look to Fraser printing papers... 


FRASER PAPER, LIMITED 


SALES OFFICES: NEW YORK, CHICAGO = MILLS: MADAWASKA, MAINE 





Just Calton Us 


Display Isn’t an Afterthought 


A recent study by Advertising Requirements among leading companies de- 
veloped some interesting information regarding their policies and practices in 
the use of point-of-purchase advertising. 


One of the most significant facts developed by the study was that few com- 
panies relegate display advertising at the point of sale to a secondary role, 
in the sense of not considering it until all other elelements of advertising 
and sales promotion have been taken care of. 


On the other hand, a large majority--73%--include point of purchase in their 
planning from the very beginning, or certainly no later than the establishment 
of a campaign theme or objective. 


This is a healthy situation. It not only indicates the general interest 
of successful advertisers in displays, but also the realization that to be most 
effective, point-of-purchase advertising must be a coordinated and integral part 
of the over-all campaign. That is why it cannot be treated as merely an addi- 


tion to a general plan, but is made a part of that plan from the beginning of 
discussions regarding it. 


There are some economic advantages involved in having display advertising 
made a part of the general promotion program. A great deal of the design and 
creative work for the campaign can be utilized in displays, and slogans, illus- 
trations and other elements can be employed to supply added reminder value. 


Advertisers and agencies (and the latter are by no means out of the picture 
from a planning standpoint) will continue to improve display programs by the 
Simple device of thinking about point of purchase when the complete advertising 
and sales promotion plan is under consideration. 


ADVERTISING REQUIREMENTS 
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Filmotype 


Saves Money 


There are thousands of Filmotype Photo 
Typesetting Machines around the world... 
each providing a variety of assets. But when 
the mail rolls in, the basic fact boils down 
to this: users save money, make — with 
Filmotype. 


We are pleased with the speedy production 
of fine and varied lettering and our clients are 
pleased with the sharp, clean quality lettering 
we deliver.” 


* Thousands of sizes and styles of Filmotype 
type and lettering! 


¢ Right from the machine, copy perfect for 
reproduction takes only seconds! 


¢ Finest professional quality, of course, still 
anyone can produce Filmotype copy 


¢ Pays-For-Itself Plan makes owning a 
Filmotype easy for anyone! 


Display Type in this advertisement is 
Filmotype body copy is Alphatype 


Write for complete details today! 


FILMOTYPE 
AAV OM at 
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Using the Past to Sell Today .... 
American industry is looking toward the past for promo- 
tion themes. Freedomland is only one example of this tend- 
ency. Erna M. KELLEY 


In Case of Fire 
When fire happens, the advertising and sales promotion 
departments had better get busy quickly. Howarp H. Focer 


How to Tie In with the Civil War Centennial . . . 
A lot of attention is being paid to the war between the 
states. Here is where to get information and how to use it. 
Rick KREPELA 


How to Holp Dealers Grow ‘ 
Shamrock Oil developed a promotion program that could 
be used by its best service stations, but which was not be- 
yond the grasp of novices in sales promotion. 

TuHea K. FLAUM 


A Sound Centennial Observance tie 
A public service gesture, that resulted in a souvenir 
phonograph record, built goodwill for A. S. Aloe Co. on its 
100th birthday, and what is more, the program may even 
pay for itself. Mivprep WEILER 


When To Use Color in Packaging 
A color expert outlines the ten situations in which color can 
play a role in corrugated packaging. Howarp KETCHAM 


Screen Process Sells at the Point-of-Purchase ... . 
Silkscreen, with its strength, versatility and economy, is 
a useful medium of reproduction for the advertising man. 


How to Put Imagination in Layouts 
Citroen’s promotional literature has a flair that takes a lot 
of effort, but lifts it out of the routine. 
Maurice BENsOuUSSAN 


How to Keep Everybody Aware 
Routine bulletins get people in the habit of ignoring them, 
but simple design can get them noticed. Lou STIPE 


A Catalog can be a Public Relations Tool j 
Here’s how Gold Bond got the utmost of value from its 3 in- 
vestment in a fine trading stamp catalog. 


Stock Photos 
Perhaps the photograph you need has already been taken. 
This Advertisers Buying Guide tells you how to find it. 
Ep Sacus 
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How to Make an Impression with Almost no Money 
Raytheon had news to tell, but almost no budget to spend 
on promotion. It found an ingenious solution to this com- 
mon problem. 


How Direct Mail Saved a Product 
Rather than abandon a product that wasn’t selling, this 
company opened new markets by using special mailings. 
CLAuDE F. Martin 


Selling with Unsalesmanship 
A series of humorous letters managed to get the attention 
of jobber salesmen in competition with other product lines. 
KENNETH R. MacDoNA.tp 


Carrying a Single Theme in a Unified Campaign 
A zebra, basically unrelated to the product, did a good job 
of tying together promotion, from specialties to exhibits. 
Tep SANCHAGRIN 


Historical Models Attract the Kids 
A California shopping center builds its attraction with an 
authentic scale model of Columbus’ flagship. 


A Circus Barker who Makes Sales at Exhibits 
Oldtime showmanship is not dead. Here is a man who 
makes a touch of the pitchman pay off. SHANNON WHEELER 


Gimmicks can Build your Booth Attendance 
Here are some unusual ways which exhibitors have used to 
attract an audience to their booth, or to make the visit 
memorable. P. K. THOMAJAN 
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Art & Photography 
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cialties 31 


Shows & Exhibits 115 
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Sales Promotion News 


Appetizing, sales-stimulating full 
color catalogs, promntion mailers 
—and color postcards—build 
your volume at lowest costs for 
top quality. Your customers buy 
because they can see quality in 
the sparkling reproductions by 
Crocker. 


H.S.CROCKER Co., INC. 


Offices in Principal Cities 
BAG TOPS 
BOX WRAPS 
FOLDING CARTONS 
LABELS 
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SUCCESSFUL 
ARTISTS USE CRESCENT 


‘LLUSTRATION BOARD 
CHARCOAL BOARD 
BRISTOL BOARD 
T.V. BOARD 
COLORED DRAWING BOARD 
WATER COLOR BOARD 
MAT BOARD 


see your Crescent quality dealer... 


1240 N. Homan Ave./Chicago 51, Ill. 
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| reputations. 
| them if I told them to you. But 
| after all... 


| a little, 


The Editors 


Time to Clean... 


Odds and Ends that 
Accumulate in an 
Editor’s File 


Mest of the time, this column is 
devoted to a single topic which we 
feel is of great importance. And so 
we write — on and on — and other 
items of interest get squeezed out. 
This is our chance to catch up and 
clean up, leaving us to tackle great 
issues again next month. 


The mail, the mail . . Sometimes 
we get the most peculiar letters. 
Here are two, quoted (except for 
names) in their entirety. 


Gentlemen, please advise if you 
can supply the information re- 
quested in our letter of December 
14, 1960. 


I would greatly appreciate it if 
you would send us a copy of your 
publication each month — or at least 
the page of any story or photograph 
pertaining to our client — Blank 
Corp. 


Both of these, I might add, came 
from advertising agencies with good 
You would recognize 


| Sidelights of the Election . . Now 


that the heat and the excitement of 
the election campaign has died down 
perhaps we can lucidly 
look at a couple of incidental pro- 


| motional ventures connected with 
| the campaign. 


Out on a Limb .. . Item one is a 
folder sent out by the Drake Press, 


| Philadelphia, with the meter stamp 


dated November 8, bearing first 
class postage. The envelope, an 
oversize 8x5%”, was hand-ad- 
dressed. Inside was a French fold 
piece, on good stock, bearing the 
seal of the United States on the cov- 
er, and a full-color portrait of Mr. 
Kennedy on page 2. Brief copy, talk- 
ing about the unity of America be- 


Display typefaces in this issue . 


Bd eg 


hind its elected choice, ran on page 
3, with the only mention of the ad- 
vertiser running as a tag line, fairly 
small, on page 4, with no selling 
copy. 

A tasteful piece, but we wonder 
whether Drake has its private 
soothsayer, a very fast printing and 
mailing operation, or played it safe 
by printing two sets of mailers and 
throwing away the wrong one. 


Close Prediction . .. At the POPAI 
show, held just a few days before 
the election, Copeland Displays in- 
vited visitors to predict the winner 
and his margin. When the official 
results were announced, it turned 
out the winning prediction of Ken- 
nedy by 116,000 votes was made 
by Harvey Offenhartz, assistant art 
director, Helena Rubinstein, New 
York. 

When Mr. Offenhartz was asked 
how he could have come within 
4,000 of the correct figure, he ex- 
plained simply that art directors 
can’t think in big numbers, since 
they’re not like media people. “Un- 
consciously,” he added, “I picked 
a figure which was the outer limit 
of my conception of numbers.” 

Mr. Offenhartz won a portable 
stereo phonograph for his perspica- 
city. 


Audio-Visuals March On . . The 
latest conquest to be made by the 
overhead transparency projector 
seems to be in the realm of profes- 
sional football. According to the 
newspaper accounts, when the 
members of the National Football 
League got together for their an- 
nual draft of college players, it 
wasn’t simple. It seems that teams 
don’t want to give up their draft 
rights unless they can be assured 
their choice is available. So it gets 


Italic & Cheltenham Bold Condensed; 39—-Craw Clarendon; 45—Engravers Roman; 
53—Hellenic Wide & Tempo Black Extended; 63—Bodoni Bold Italic; 76—Hellenic 
Wide & Mistral; 82—-Bodoni Campanile; 86—Tempo Bold; 94—Artype; 105—Karnak 


Black Condensed; 


108—Tempo Heavy Condensed; 


110—Mandate & Tempo Black 


Extended; 115——Bodoni Black Italic; 118—-Dom Casual; 125—P. T. Barnum. 





quite complicated for everybody to 
keep track of what is going on, 
especially when the session ran, as 
did the first installment of this 
year’s meeting, 14% hours! 

To help keep track of events, a 
large screen was used. Commis- 
sioner Pete Rozelle claims he got 
the idea while watching a bowling 
tournament. 


Skirting the Law . . Every once 
in a while, a good sales promotion 
idea, well carried out, can bring 
you close to the edge of disaster. 
Here’s a recent case in point, with 
names and places carefully blanked 
out, for reasons which will soon be- 
come evident. 

One morning, with the letters and 
other releases, came a cardboard 
box, roughly 9x12” and perhaps %” 
thick. Enclosed, carefully packed, 
was a folder with the title “A Do- 
It-Yourself Press Conference.” At- 
tached to the cover, in plastic blis- 
ters, were samples of the compa- 
ny’s new product. At the bottom, 
also as a blister, was the shape of 
a cocktail glass covering a printed 
olive. Held at an angle, under a 
blister, as if pouring into the glass, 
was a miniature bottle of gin. The 
folder, of course, held photos and 
releases. The bottle, with both fed- 
eral and state stamps, held gin. 

This intrigued us, partly because 
the folder was handsome, but most- 
ly because sending liquor through 
the mail is illegal, and this came 
first class. We queried the p.r. man 
of the company, whom we knew, and 
got this answer: 

You caught me... and so 
did the New York Times. Yes, 
it is frowned upon by the post- 
al people but, frankly, the 
fellow who sold the bottles to 
me is a post office worker and 
he claimed they actually have 
no way of knowing (unless 
one breaks or obviously 
gurgles). As yet, I’ve had no 
repercussions. 

If you choose to use the 
item, you might include this 
bit of good advice: most met- 
ropolitan areas have messenger 
services, and the kits could 
easily be delivered in this 
manner. (This crossed my 
mind, but I decided to take 
the chance because of the 
problem of getting them from 
our small town to Chicago 
and New York for further 
dissemination there.) Outfits 
located in the big cities 
wouldn’t have this problem. 


Advice to P.R. People . . Public 
relations is getting to be a routine 
matter, if one is to believe Albert 
Millet, New York p.r. man. Mr. Mil- 
let recently gave a talk before an 


LOLA 
FOR COMPLETE SIGN PROGRAMS 


& free TV 
1NG POOL 


MULHOLLAND-HARPER 


5800 Tacony St., Philadelphi: 
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institute sponsored by the Depart- 
ment of Finance of the city of New 
York. This, in case you are not fa- 
miliar with the great metropolis, is 
the office of the tax collector, and 
nobody, but nobody, needs public 
relations more. 

Mr. Millet’s topic was “Anyone 
can be a Public Relations Expert” 
and to illustrate his point, he pre- 
sented an inventory of equipment, 
described as follows: 


Basic Equipment to Use Daily 


© Binoculars To take a good 
look at your public in order to equip 
yourself to understand their prob- 
lems, their point of view. To find out 
what they expect of you and how 
you can best help them. 


@ Mirror... To take a good look at 
yourself to see how you measure up 
to that which is expected of you by 
your public. Secondary use: To 
train yourself to smile because you 
are not fully dressed unless you 
come to work wearing a smile. 


Accessories to Use as Needed 


© Atomizer ... To provide you with 
a gently flowing, pleasingly scented 
approach that will win friends 
among the public for the City of 
New York in general and the De- 
partment of Finance in particular. 
No perfume smells sweeter to the 
nostrils of the public than the per- 
fume of sincerity. 


e Adhesive Tape ... To serve as an 
efficient lip sealer in order to train 
yourself to be a good listener—a 
listener who does not interrupt or 
jump to conclusions. 


© Oil can .. . To lubricate the 
wheels of progress in order to elim- 
inate in your relations with others 
all possible points of friction. Best 
lubricants in dealing both with the 
public and your associates are cour- 
tesy, tact, sincerity, cheerfulness and 
respect for the rights and feelings 
of others. 


® Cushion ... To serve as a shock 
absorber when explaining the need 
for unpopular taxes and unpopular 
rules and regulations. 


© Sugar canister ... To sweeten up 
the aggrieved and irate taxpayer. 
Also take a lump of sugar yourself 
when working under pressure. It 
will increase your energy and im- 
prove your disposition. 

@ Kid gloves .. . To clear up mis- 
understandings in dealing with the 
misinformed and misdirected tax- 
payer. 

e Nursing bottle & rattle . . . To 
pacify the “cry-baby” taxpayer. 
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Those who act like babies must be 
treated like babies. If they have to 
be babied—baby them! 


Livewire Applicant . . A story 
going around BBDO, and published 
in its internal, tells of an agency 
which inserted an ad for a secretary. 
It read “Secretary we require must 
be fast, absolutely accurate and 
must have human intelligence. If 
you are not a crackerjack, don’t 
bother us.” 

Among the answers that came in 
was following: 


Your advertisement appeals to 
me strongly — stronger than 
prepared mustard. I have 
searched Europe and Hoboken 
in quest of someone who could 
use my talents to advantage. 
When it comes to this chin-mu- 
sic proposition, I have never 
found a man, woman or dicta- 
phone who could get to first base 
with me. I write shorthand so 
fast I have to use a specially pre- 
pared pencil with a _ platinum 
point and a water cooling attach- 
ment, a note pad made of asbes- 
tos, ruled with sulphuric acid 
and stitched with catgut. 

I run with my cut-out open at 
all speeds, and am, in fact, a 
guaranteed, double hydraulic- 
welded, drop-forged and oil- 
tempered specimen of human 
lightning on a perfect thirty-six 
frame, ground to one-thousandth 
of an inch. 

If you would avail yourself of the 
opportunity of a lifetime, wire. 
But unless you are fully pre- 
pared to pay the tariff for such 
service, don’t bother me. I am 
so nervous I can’t stand still 
long enough to have my dresses 
fitted. 


The girl was hired, but not as a 
secretary. They found a copywriter 
assignment for her. 


June 1-Sept. 1 


Baking Soda Bath Season . . . sponsored 
by Church & Dwight Baking Soda, 70 
Pine St., N. Y. 


June 1-30 


Easy Living With Dairy Foods ; 
sponsored by American Dairy Assn., 20 
N. Wacker Dr., Chicago 

Vational Ragweed Control Month 
sponsored by Air Pollution Control 
League, 2901 Union Central Bldg., Cin- 
cinnati 2 

Portable Radio Month . sponsored 
by Union Carbide Consumer Products 


g 
g., 


Co., c/o Nelson Sykes, William Esty 
Co., 100 E. 42nd St., N. Y. 17 

National Recreation Month . . . spon- 
sored by the Natl. Recreation Assn., 8 
W. 8th St., N. Y. 11 


June 1-7 
Wear a Garden Flower Week . . . spon- 
sored by Natl. Council of State Garden 
Clubs, 4401 Magnolia Av., St. Louis 10 

June 3-10 
Let’s Play Golf . . . sponsored by The 
Sporting Goods Dealer, 2018 Washing- 
ton Ave., St. Louis 3 

June II 
Kamehameha Day . . . 


June 11-17 
Fraternal Week . . . sponsored by Natl. 
Fraternal Congress of America, 35 E. 
Wacker Dr., Chicago 1 

June 12-18 
National Flag Week . . . sponsored by 
The Star-Spangled Banner Flag House 
Assn., 844 E. Pratt St., Baltimore 2 

June 14 


Flag Day 
tion ) 

June 15-24 
Vational Mayonnaise & Salad Dressings 
Week .. . sponsored by Mayonnaise and 
Salad Dressing Mfrs. Assn. Inc., 333 S. 
Michigan Av., Chicago 1 

June 18 


Father's Day . sponsored by Natl. 
Fathers Day Committee, 50 E. 42nd 


Ry VT 
June 18-25 
National Bow Tie Week . . . sponsorea 


by The Bow Tie Club Ltd., P.O. Box 
1194 Church St. Sta., N. Y. 8 


June 19-25 
Swim For Health Week . . . sponsored 
by Swim For Health Assn.; c/o Martin 
Stern, P.O. Box 721, Hollywood, Fla. 


June 21-28 


National Humor Week . . . sponsored 
by the Society for The Revival and 
Preservation of the Pun, Box 835, Grand 
Central Sta., N. Y. 17 


June 30 
Alaska Admission Day 


(Hawaii) 


(Presidential Proclama- 


Coming 


Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 
“These entries have been added or altered 
since “The AR Sales Promotion Almanac 
for 1961.” 


MARCH 


2-6 . . . Advertising Specialty Guild Intl.. 
(612 N. Michigan Av., Chicago 11), Con- 
rad Hilton, Chicago. 

3-6 . . . Advertising Specialty Natl. Assn., 
(1145 19th St.. NW, Washington 6), Pal- 
mer House, Chicago 

5-11 . . . American Soc. of Photogram- 
metry, (1515 Mass Av., NW, Washington 
5), Shoreham, Washington 





ow to get LV shows on 
ON tine 


os day, the National 
Broadcasting Company uses 
Emery Air Freight to speed 
television film throughout 
the United States and over- 
seas to meet network sched- 
ules. This planned use of air 
freight, not only helps NBC 
to meet program deadlines, 
but also enables NBC to cut 
down costly inventory of 
prints, saving both time and 
money. Take advantage of 
the speed and reliability of 
Emery Air Freight by speci- 
fying “Ship Emery Air” on 
your shipments of film and 
tape. To find out how much 
faster Emery can deliver 
your shipments call your 
local Emery man, or write... 


<a EMERY AIR FREIGHT 


801 Second Avenue, New York 17, New York Offices in all principal cities. 





Just another 
wire display? 


This one is unusual because it 
is getting and holding locations 
in better class stores that usually 
demand much more expensive 
wood or sheet metal displays. 


How was it done ? Through the 
combined knowledge of the ad- 
vertiser and our design group. 


Appearance is part of the an- 
swer of course. We often use wood 
or hardboard panels to dress up 
displays. In this case our designers 
were able to complement an at- 
tractive functional arrangement of 
the product with a clean simple 
appearance-design using wire 
alone. This resulted in a substan- 
tial saving. 

The advertiser carefully 
planned the assortment for great- 
est turnover of each item, so as to 
help the retailer get maximum 
sales from the space used. He also 
wisely elected to use a small sign 
so that the display can serve as a 
fixture in quality outlets. 


Let us work with you on your 
next display problem. 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY and SHELBY STREETS 
INDIANAPOLIS, INDIANA 


Manufacturers and Designers of Displays from 
Wire in combination with other materials 
since 1945. 
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8-10 .. . Gravure Tech. Assn., (30 Rocke- 
feller Plaza, N. Y.), Drake, Chicago 
12-16 . . . Master Photo Dealers & Fin- 
ishers Assn., (104 E. Michigan Av., Jack- 
son, Mich.), Cony. Hall, Philadelphia 
20-22 . . . Folding Paper Box Assn., 
(222 W. Adams, Chicago), Drake, Chi- 
cago 

*23-26 Westprint printing show, 
Shrine Exposition Hall, Los Angeles 
*26-29 . . . National Paper Trade Assn. 
Inc., Waldorf-Astoria, New York 

*26-30 . National Business Publica- 
tions, El Mirador, Palm Springs, Cal. 
27-29 . . . Adv. Trades Institute, (135 E. 
39th St., N. Y. 16), Biltmore, N.Y. 


APRIL 


10-12 . . . American Management Assn., 
(1515 Broadway, N. Y. 36), Packaging 
Conf., McCormick Place, Chicago 

*10-13 . National Premium Buyers 
Exposition, (28 E. Jackson Blvd., Chi- 
cago 4), Navy Pier, Chicago 

10-14 . . . American Management Assn., 
(1515 Broadway, N. Y. 36), Product & 
Brand Mgmt. Course, LaSalle, Chicago 
*17-19 . . . Intl. Assn. of Electrotypers & 
Stereotypers, (1058 Leader Bldg., Cleve- 
land 14), Hilton, Pittsburgh 

*17-21 . . . Business Equipment Exposi- 
tion, Coliseum, N. Y. 

*19-22 . American Film Festival, 
(Educational Film Library Assn. 250 W. 
57th St., New York 19), Barbizon-Plaza, 
Ne 3. 

20-21 . . . Society of the Plastics Indus- 
try Inc., (250 Park Av., N. Y. 17), 18th 
annual SPI Western Section Conf., del 
Coronado, Cal. 


20-22 . . . American Assn. of Advertising 
Agencies, (420 Lexington Av., N. Y. 17), 
Greenbrier, White Sulphur Springs, W. 
Va. 

25-27 . . . Sales Promotion Executives 
Assn., (389 5th Av., N. Y. 16), Benjamin 
Franklin, Philadelphia 

27-May 1... Natl. Art Materials Trade 
Assn., (360 N. Michigan Av., Chicago 1), 
Biltmore, Los Angeles 


*30-May 5... Lithographers & Printers 
Natl. Assn. (1025 Conn. Av. NW, Washing- 
ton), Arizona Biltmore, Phoenix 

April . . . Natl. Photographic Show, (350 
Lexington Av., N. Y. 16), Coliseum, N. Y. 


MAY 


*3-13 .. . Sth U. S. World Trade Fair, 
Coliseum, N. Y. 

*4... American TV Commercials Festival 
(40 E. 49th St., N. Y. 17), Roosevelt, N. Y. 
*8-10 . . . Assn. of Railroad Advertising 
Managers, Royal Orleans, New Orleans 
8-10 . . . Office Equipment Machinery 
Exposition, (Willow Grove, Pa.), Kiel 
Aud., St. Louis 

8-12 . . . Society of Photographic Scien- 
tists & Engineers, (Colorfax Lab., Silver 
Spring, Md.), N.Y. 

9-12 . . . Intl. Council of Industrial Edi- 
tors, (2108 Braewick Cirote, Akron 13), 
Sheraton-Towers, Chicago 

*14-17.. . . Natl. Sales Execs. (630 3d 
Av., N. Y. 17), 26th Intl. Distribution 
Congress, Fairmont, San Francisco 

*15-27 . . . Intl. TV Festival (% Mark 
Associates Intl., 501 Madison Av., N. Y. 
22), Montreux, Switzerland 

16-19 . . . Catholic Press Assn., (6 E. 


39th St.. N. Y. 16), Vancouver, Vancouver, 
» t 


*17-19 . . . Point-of-Purchase Advertising 
Inst. (11 W. 42, N.Y. 36), national mem- 
bers meeting, Royal Orleans, New Orleans 


*18-20 . . . Intl. Typographic Composition 
Assn., (303 Wash. Bldg., Wash. 5) Spring 


Conference, Radisson, Minneapolis 


22-24 .. . Research and Engineering 
Council, Graphic Arts Industry, (5728 
Connecticut Av., NW, Washington 15), 
Ft. Des Moines, Des Moines, Iowa 


*22-26 . . . Society of Photographic Sci- 
entists & Engineers (Box 1609, Main P.O., 
Wash.) Arlington, Binghamton, N. Y. 


28-June 1. . . Advertising Federation of 
America, (250 W. 57 St., N. Y. 19), Sher- 
aton-Park, Washington 


*These entries have been added or al- 
tered since “The AR Sales Promotion Al- 
manac for 1961.” 


MARCH 


*Visual Presentations 
Sponsored by the National Visual Assn., 
19 W. 44th St., N. Y. 36. Best visual 
presentations of year. 
Closes March 1 


*Bachner Awards 

Sponsored by Chicago Molded Products 
Corp., 1020 N. Kolmar Av., Chicago 51. 
Given for excellence in the practical 
application of molded and formed plastic 
materials to the products of industry. 
Entry blanks available from the Society 
ot the Plastics Industry Inc., 250 Park 
Av., New York 17. 


Closes March 6 


Premium Plans 

Sponsored by Premium Industry Club, 
Km. 1921, 333 N. Michigan Av., Chi- 
cago 1. Open to clients, counselors and 
creators of best premium plans pro- 
duced during previous year in five sepa- 
rate categories. Entry blanks can be ob 
tained after Jan. 1, 1961, from John M. 
Kumler, 201 N. Wells St., Chicago. 

Closes March 20 


APRIL 


Ad Women Award 
Sponsored by Advertising Federation of 
America, 655 Madison Av., N.Y. Ad- 
vertising Woman ofthe Year is hon- 
ored for her contribution, over a period 
of years, to the prestige of all advertis- 
ing. 


Closes April 3 
MAY 


AFA Achievement Awards 
Sponsored by Advertising Federation of 
America, 655 Madison Av., N.Y. Mem- 
ber clubs of the Federation on basis of 
scope and importance of club projects. 
Cleses May (tentative) 


IDI Design Awards 
Sponsored by Industrial Designers’ In- 
stitute, 441 Madison Av., New York 22. 
Best industrial designs of the year. 
Closes May 15 (tentative) 





READERS 


Lost — One |! 


e It is indeed refreshing to note 
that even you at AR make the oc- 
casional boff in reading proof! 

In the January issue, page 101, 
your article entitled “Goodwill 
Through Public Service” will, I’m 
sure, stir many such letters as this 
from many other ad people who 
have burned out their eyes reading 
proof only to find that they have let 
a boo-boo through that is obvious to 
everyone but themselves. 

It’s nice to know that you make 
"em once in a while, too. 

Don W. Waack 

Assistant Manager, Sales Devel- 

opment Dept., Schield Bantam 

Co., Waverly, Iowa 


(We could say that we made the 
error on purpose to see how careful 
our readers were, but we will re- 
frain from taking this road out. But 
it’s nice to know the reputation we 
have, even if it gives us a standing 
we honestly don’t deserve .. . Ed.) 


Reader Helps 


e Thank you for your two film 
source suggestions. 

In regard to the “P.O.P. Studies” 
(see AR, Nov., p. 27), here’s an 
interesting little tidbit I picked up 
at the New York University Retail 
Copywriting Workshop in 1953. 

In the following split-run test 
made with signs, sign B outsold 
sign A by 24 %: 

A... Bright Metal Belts 
B ... Brighten Your Dress 
With Metal Belts 


The following pertinent points 
about point of sale signs were given 
at the same workshop: 

1. Headline should be written 
from customer’s point of view. 

2. Informative headlines outsell 
provocative ones 3 to 1. 

3. Headlines should be in sentence 
form with action verb, if possible. 
4. Merchandise should be named 
5. Headline should be concise, 
rather than brief. 

6. Label headlines should not be 
used. 

In regard to “Saleswomen Case 
Histories” (see AR, Nov., p. 27), 


Salesman’s Opportunity runs stories 
in every issue about women selling 
— mostly via party plans and direct 
personal sales of cosmetics, etc. 
Joyce MEGGINSON 
Ft. Lauderdale, Fla. 


Ad Positioning 


e “Special positioning” in advertis- 
ing is a controversial subject but 
it’s the subject of my master’s 
thesis at the University of Louis- 
ville. I’d like to hear from both sides 
— those who don’t value position 
and those who do. 

Company policies on which posi- 
tions are desired for which products 
and, though advertising is difficult 
to measure, any sales impetus which 
might be attributed would be very 
helpful. 

The bureaus have been very 
helpful. Now advertisers and 
agencies would be doing me a 
great favor if they would take time 
to write down their theories and 
policies. 

C. R. BaLiarp 

8706 Zabel Way, Fern Creek, Ky. 


(Anyone care to step up and send 
Mr. Ballard some facts and figures? 
os. ae 


Embossed Card Registry 


e Your editorial (see AR, Dec., p. 
3) extolling the many virtues of 
embossed cards for registrants at 
trade shows is very well put and 
timely. 

The system was used as long ago 
as May 1958 at the Design Engi- 
neering Show in Chicago, with tre- 
mendous success. My thought then, 
and now, is why more people have 
not begun to use it. Perhaps the 
idea is finally catching on. 

Enclosed is a sample of the four- 
part form we use to record in- 
quiries with the embossed card sys- 
tem. As you see, it gives us legible 
copies for ourselves, our salesman, 
our distributor, and a mailing label 
— all with one crunch on the 
handle. 

We noted, too, that the number 
of inquiries rose where the em- 
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more returns 
because they’re 
opened more 


Display Window 


ENVELOPES 


More of your mail gets opened 
—more gets read—and more re- 
turns come back to you when 
you use a Tension Display Win- 
dow Envelope. Your envelope 
stands out from the crowd. It 
creates immediate interest. It 
motivates your prospect to 
“come inside” and read your 
sales offer. 


Tension know-how offers you 
a display window die-cut in al- 
most any shape—in any posi- 
tion. And Tension assures “per- 
imeter sealing” of the window 
patch for smooth, snag-free 
insertion. 


S Tension Envelope Corp. 
815 East 19th St. 
Kansas City 8, Missouri 
Please send me, without obligation, 
free samples of Tension Creative De- 
sign Display Window envelopes used 
by other firms in our field. 
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Write for details. 
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bossed cards are used. Perhaps peo- 
ple are less reluctant to hand over 
a card than by stand and dictate 
name, title, company, street, city, 
state, etc. 

Anyway, thank you for calling 
attention to the advantage of these 
cards. It should measurably accel- 
erate the trend. 

Cari F. BaAcHLe 

Advertising Manager, Aeroquip 

Corp., General Logistics Div., 

Burbank, Cal. 


Sour Grapes Award 


e I think you should establish an 
all-time sour grapes award for AR 
and give it immediately to Mr. 
Glassner. (See Readers Write, Jan., 
p. 14) Am sure the Professional 
Photographers of America would 
approve. 
Geo. C. MILLER 
Kelley & Lamb, Columbus, Ohio 


(The matter has been referred to 
our joint committee on culture and 
horticulture ... Ed.) 


Another Source 


e I have just completed reading 
your interesting article, “Coins and 
Tokens” (see AR, Jan. p. 81). 

Imagine my consternation at not 
finding the name IF. Grammes and 
Sons Inc., Allentown, Pa., listed 
under “Suppliers of Money for Sales 
Promotion.” We should have been 
listed under the subheading Coins, 
Badges, Jewelry and Tokens. 

We have been in business over 
85 years and for a great part of that 
time have manufactured millions of 
advertising coins, tokens and key 
tags. 

C.I. Curist 

Sales Div. L.F. Grammes and 

Sons Inc., Allentown, Pa. 


e May we draw your attention to 
the fact that our name does not 
appear in your list of firms men- 
tioned as “Sources of Mailing Lists” 
(see AR., Nov., p.74). 

We ask you kindly to consider 
this matter and give us your com- 
ments regarding this particular 
question as we think it would be 
only fair to include our name in a 
list of concerns specialized in list 
supply. 

DANIEL J. VERGE 
Manager Direct Mail Division, 
Bottin Addresses, Paris 


(As in all these cases, we are sorry 
and suggest those interested add 
these names to their lists . .Ed.) 


Antique Type Controversy 


@ Thank you for the very interest- 
ing article on Antique Types. (AR 
September) 

The majority of the Ornate faces 
cast in Europe, especially the Ro- 
mantiques, are on the Didot body 
rather than the American point 
body. 

None of the Ornate and Antique 
types cast in Europe carry the full 
complement of American figures 
and $, and the full line of eight 
American points—so necessary in 
typesetting. I know, I tried to buy 
some of these European types—but 
I was informed that I could not ex- 
pect the full complement of Ameri- 
can characters. 

That is why I can honestly say 
that I am the only firm in the world 
casting Antique and Ornate types 
on the American point body. 

CuHarLes Broap 

Typefounders Inc., Phoenix, Ariz. 


(Typefounders was the only casting 
source given especial mention in 
the Antique Type article because 
it is, indeed, the largest casting 
source in this country of this par- 
ticular type. The controversy over 
which is better—American or Euro- 
pean—is another creature, however. 
The article listed disadvantages of 
both, and each has its boosters. We 
do feel the European type suppliers 
are becoming more aware of Ameri- 
can typographical needs. It would 
be interesting to hear from the 
European side of the fence on this 
~ «9 Med 


Printing Protest 


e Our sales and creative staffs are 
faithful and appreciative readers of 
your excellent publication. How- 
ever, we take issue with the port- 
folio of printed samples used to il- 
lustrate your article entitled “Print- 
ing: The Basic Sales Promotion 
Tool.” (see AR, Jan., p. 28). 

I refer to the comparison of the 
letterpress and offset lithography 
samples. Our plant has both letter- 
press and lithography department 
and therefore we have no particular 
axe to grind for or against either 
process. 

We do feel that lithography was 
not treated fairly in this instance 
and would like to point this out to 
your many readers. Two factors 
seem to make the comparison un- 
fair: first, the lithography sample 
was printed on a white wove offset 
paper, while the letterpress sample 
was on a glossy enamel paper. 

These different types of paper will 





naturally result in a notable differ- 
ence in printing results ... even 
with the same copy. Second, the 
lithography sample, in our opinion, 
could have been run with a blacker 
ink, thus giving a better comparison. 
We believe that with proper 
craftsmanship, the reproduction by 
lithography on enamel stock with a 
blacker ink could almost be identi- 
cal to the letterpress sample. 
JoHN Moore 
Sales Manager, The Stein Printing 
Co., Atlanta, Ga. 


e Your recent article about print- 
ing (see AR, Jan. p. 28) was so 
heavily weighted in favor of letter- 
press that I felt it necessary to set 
part of the record straight. As a 
sales promotion agency we use all 
methods of reproduction and, there- 
fore, can be somewhat objective. 

First of all, the halftones of letter- 
press and offset cannot be com- 
pared! The letterpress sheet was 
printed on coated stock, which gives 
it extra “snap”; the offset sheet on 
an uncoated stock. The offset sheet 
looked completely “washed out” and 
I'm sure quality was not up to 
standard. On coated stock, an offset 
halftone will hold its own with 
letterpress any day! 

Secondly, there was only the 
slightest inference of offset’s great 
savings on plates, due to the thin 
and inexpensive metal necessary. 
Letterpress plates are saved for 
years, most offset plates are saved 
for days; as long as the negatives 
are intact the plates can be remade 
at very small cost. 

Thirdly, the mention of combina- 
tion shops fails to state the most 
important point in the whole discus- 
sion: combination plant are old-line 
letterpress plants that have taken 
in offset equipment. The vital 
growth in printing today comes 
from offset. 

Morton B. EL.Lior 

President, Creative Promotions, 


New York 


Small World Dept. 


@ Under “Readers Write” (see AR, 
Dec., p. 14) you have a letter from 
Sheldon Van Buren Offset Inc., Chi- 
cago, with a very interesting illus- 
tration of an “aged” poster over 
the name of one of my ancestors 
(??7) Joseph Mayo, Mayor of 
Richmond. 

I would very much like to obtain 
a copy of that particular poster for 
my office. 

JouN B. Mayo 

Vice President, Bennett Advertis- 

ing Inc., Raleigh, N.C, 


JUST OFF THE PRESS! 
The new 1961 Hollywood catalog 


Yours Without Obligation... 
WRITE FOR IT TODAY! 
IT’S CHOCK FULL OF IDEAS . . . Illustrates 30 Different Styles of BANNERS 
. 15 New Patterns of LOGO DRAPES All In Full Color. 
In It You Will Also See The New Sensational, Patented 


SWAG BANNER 
Award Winner of the POPAL SHOW 


HOLLYWOOD BANNERS 114 E. 32nd d St, 
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LABORATORIES 


and its Redesign Program 
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TROPHIES & PLAQUES 


A handsomely en- 
graved trophy or a 
highly illuminated 
plaque is often the 
symbol of status 
and success, 
awarded to mem- 
bers, or given as 


Why Manpower Inc Prints its own Promotions 


AR visits the home office of this nationwide service or- 
ganization, looks at its printing facilities and equipment, 


and gives its reasons for getting so deeply involved. 
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evidence of dealer 
achievement. This 
article will outline 
the kinds that are 
available, what 
you have to pay 
forthemand 
where to buy them. 


What Makes Good 
Public Relations Photos? 


It takes advance _plan- 
ning to come up with a 
photo that will win space 
Did the 
shot on the left make it? 


See next month for the 


from editors. 


answer! 
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The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests .. . Ed. 


Special Clip 


@ We have a very urgent require- 
ment for a small clip to snap into 
the price moulding on the edge of 
the grocer’s shelf. This clip is to 
hold unpadded recipe sheets or con- 
test entry blanks. 

Although the cost is insignificant, 
we have had considerable difficulty 
locating these items. Perhaps you 
could advise us on a source of sup- 
ply. 

I would appreciate your imme- 
diate attention to this as we have 
one contest in process right now. 
The clip can be made of either wire 
or some kind of spring steel. We 
prefer the spring steel clip, if pos- 
sible. 

W. R. MILier 

Production Manager, Pacific Na- 

tional Advertising Agency, 829 

N. W. 19th Av., Portland 9, Ore. 


Small Town Crisscross 


@ We are in the business of pub- 
lishing small town directories and 
have seriously thought of the simple 
criss-cross directory (street set-up 
of existing names in the telephone 
directories) as a premium item. Of 
course these street lists usually in- 
clude a keyed map as an additional 
guide. I would appreciate any in- 
formation or reference to other 
articles written about this field. 
Of course we are familiar with 
big directory outfits like Polk and 
Price and Lee. We are now com- 
petitive with them, and there is an 
association of Criss-Cross Directory 
publishers with headquarters in 
Columbus, Ohio. These companies 
all operate in large cities and sell 





their books for a good price with 
and without advertising. I under- 
stand some telephone companies 
rent criss-crosses in larger cities. 

I explain all this to make clear 
the difference in the regular direc- 
tory field and what we would like 
to do in smaller towns, or town- 
ships, or developments, even con- 
sidering a large area of small towns 
sponsored by an oil company or na- 
tional distributor. 

I would appreciate hearing . . . if 
you could direct me to information 
in this activity. 

James Z. Durry 

J.Z. Duffy Co., Williamsport, Pa. 


P.O.P. Film 


@ We are planning to show a film 
featuring in-store merchandise and 
effective usages of point-of-pur- 
chase. 

For the past two weeks we have 
previewed a number of films deal- 
ing with this particular subject but 
have not been able to select one 
that would serve our purpose. We 
are primarily interested in a film 
featuring in-store display of point- 
of-purchase. A great majority of the 
movies we have seen deal with man- 
ufacturing processes rather than the 
display possibilities. 

We would appreciate if you could 
furnish us some information re- 
garding the availability of point-of- 
purchase films. 

DusaN JOKSIMOVIC 

Advertising Production Manager, 

Curtiss Candy Co., Chicago 


(POPAI, 11 W. 42nd St., New York, 
released a new filmstrip, which has 
been in preparation for many 
months, at the New York show, Nov. 
1-3. We reviewed it in February, p. 
54... Ed.) 


Wind-Up Phonographs 


© We are interested in knowing if 
there is any small size lightweight 
record player which can be readily 
used by a salesman to play a short 
record. 

We are looking for an inexpen- 
sive item. It would be preferable 
also if it were not necessary to 
plug in the record player. We realize 
that there is a transistor player, but 
these are rather costly. Is there any 
less expensive item which can 
either be wound by hand or run by 
battery? The records which we plan 
to play are only up to three min- 
utes in duration. 

Joun H. Lores 

Advertising Manager, Brillo Mfg. 

Co., 60 John St., Brooklyn 
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She’s producing 
_ justified composition 


Any office typist can produce justified composition with 
the Friden Justowriter. It works like this: 


First the operator types a rough proof of the copy on 
the Recording unit of the Justowriter. She types this at 
her normal typing speed. As she types, the Recorder 
automatically punches a coded paper tape that contains 
all the characters, numbers and spacing of the original 
copy, plus a special automatic justification code. To 
prepare the repro proof or direct image master plate, 
the operator inserts this tape and touches a key. The 
rest is automatic. 


The Reproducer retypes the copy automatically at 100 
words per minute, perfectly justified and error free. 
At the same time the operator types the next page of 
copy; thus there is practically noidletimeon either unit. 
There is no faster method of setting straight matter for 
reproduction, and none cheaper. 


Ask your local Friden Man to estimate acomposition job 
for you on the Justowriter. You’ll be amazed at the 
savings. Or write direct: Friden, Inc., San Leandro, 
California. 


© 1961 rriven, ine 


Friden 


This advertisement was set 
on the Justowriter in 10 point 
Booktype, reduced to size. 
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SIGN 


It's as simple as... 
Ready! Set! Sell! 


Keep pen and order blanks handy. Open 
the lid of Tabletalk.... and. . . Presto! 
Picture after picture flashes on a large 
screen as it “‘taiks’’ with your sales 
message in compelling tones that con- 
vince and “close” on call after call! No 
screen to set up! No com- 
plicated here! or film- 
threading! Tabletaik is a 
self-contained combination 


DOTTED 35mm filmstrip projection 
unit and 4-speed hi-fi rec- 
LINE ord player in an attache case! Keeps 


you and your sales story as fresh on 
e . 
with iewlex 


Tabletalk 


men anen ane Sener enews 


VIEWLEX INC. 
35 BROADWAY, HOLBROOK, L.I., N.Y. 
Gentiemen: 


Send me the word Today! Complete 
information on Viewlex Tabietalk. 


ON 


Name 

Company. 

Addres 

ESS SS 


IN CANADA—ANGLOPHOTO LTD., MONTREAL 
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WHAT'S NEW 
IN SALES 
PROMOTION 


Greenfield Named 
Awards Chairman 


Stanley Greenfield, director of 
sales development, Ziff-Davis Pub- 


| lishing Co., New York, has been 
| named 
| awards committee. His primary duty 
| will be to name the Sales Promotion 
| Executive of the Year, who will re- 


chairman of the national 


ceive the plaque presented by Ap- 
VERTISING REQUIREMENTS. The pres- 
entation will be a highlight of the 


| closing luncheon of the 1961 con- 
| ference in Philadelphia. 


SPEA members and other 


sales 


| promotion people are invited to sug- 


gést names to the award committee, 
accompanied by one or two page 


| resumes of the reasons why the 


nominee deserves the honor. This 
should be sent immediately to Mr. 
Greenfield at 1 Park Av. 

Previous recipients of the award 
have been Ken Duncan, S. C. John- 


| son & Son, Racine, Wis., and Art 
| Dietrich, Minneapolis-Honeywell. 


The Awards Committee will also 
be responsible for the selection of 
the winners of the Ray Bill Awards 
for the chapters which have shown 
outstanding activity during the year. 

44 


1961 Conference 
Taking Shape 


While it is still a little too early to 
announce specific speakers and pro- 
grams, the 4th annual SPEA Con- 
ference, scheduled for Philadelphia’s 
Benjamin Franklin Hotel for April 
25-27, is beginning to take shape. 

Advance registrations are now be- 
ing taken at the conference head- 
quarters, 1212 Chestnut St., Phil- 
adelphia 7. A fee of $65 will cover 


| all activities during the three-day 


program, including sessions, lunch- 


| eons, banquets and cocktail parties. 


44 


San Francisco 
Picks New Officers 


Ron Roberts, advertising and sales 
promotion manager, Westinghouse 
Electric Corp., was elected president 
of the San Francisco chapter, SPEA, 


e tL 
How to Change a Name .._. Don Pal- 
mer, advertising manager of the Arizona 
Bank, told members of the 
SPEA chapter how to promote a new 
name. This is one of a series of ‘‘How 
it's Done”’ sessions at Phoenix 


Phoenix 


for 1961. Fellow officers include 
Jack Sassard, manager advertising 
and promotion, Schilling Division, 
lst v.p.; Randolph F. Smith, s.p. and 
adv. manager, West-Holliday Co., 
2d v.p.; Tim Layden, sales promotion 
manager, Wall Street Journal, sec- 
retary; Joe Constantino, s.p. man- 
ager, KTVU, Oakland, treasurer. 44 


MARCH SPEA MEETINGS 

Brussels: Mar. 14, 11 a.m.; Galeries du 
Centre, Bloc II; Minister Delooze 
inder-secretary of state for energy: 
The problems of Belgian power ex- 
pansion. 

Chicago: Mar. 23, 6:30 p.m.; 
36 S. Wabash 

Dallas-Ft. Worth: Mar. 6, 5:30 p.m.; 
Holiday Inn Central; Joel 

Detroit: Mar. 
Cadillac 

New York: Mar. 15, noon; 


East; Robert Moses, N 


CFAC 


Harnett. 
30, 6:30 p.m.; Sheraton 


Sheraton- 
Y. World's 
Plan Now for the 1964 

World's Fair. 

Philadelphia: 

Franklin; 


Fair Cory 


Mar. 16, noon; Benj. 
Robert Haslam—How to 
Promote a Specialty Restaurant 
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Your printing looks its “PARTY BEST” on 
BECKETT BRILLIANT OPAQUE 





This insert was lithographed 


on a 42 x 59 Harris Press, 
sheet size 38 x 50. 


Press speed was 3,000 
impressions per hour. 
The stock is 


BECKETT BRILLIANT OPAQUE, 
Coral finish, 80 tb. 


Nii 


Whether it’s a simple one-color job, as in the young lady’s photo above, or a 
sumptuous four-color process production like that on the face of this insert, the slight 


extra cost of printing on Beckett Brilliant Opaque is an extra good investment. 
More and more printing plants, advertisers and agencies are standardizing on this famous, 


super-quality sheet. Its easy-to-print surface preserves finest details, 
brings out the best in every illustration — makes every job look its ‘‘party best.’’ There is no 


coating to fingermark or cause glare. Brilliant effects are routine on Beckett Brilliant Opaque. 


And here is another important consideration: because the brightness of this grade is matched by its 
remarkable freedom from show-through, in most cases one weight lighter than that of standard offset papers can be used. 


Beckett Brilliant Opaque and its matching cover stock, Beckett Brilliant Opaque Cover, are available in Vellum 


finish and a wide variety of embossed finishes—in all popular weights and sizes. 


illustrations originally used to advertise children’s party dresses of Du Pont Nylon 
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REPRINTS 


to help you 


Please order reprints by number. Unless another price is given, each 
sells for 25c. In lots of 10 of any one reprint, the price is 20c each; lots 
of 50 or more, 1 5¢ each; lots of 100 or more, 12'/2¢ each. 


New This Month 


324 How to Use Traveling Girls for Promotion — by Al Bernsohn 
Here’s how attractive young ladies can gather lots of publicity 


Audio-Visuals 


303 A Basic Guide to Business Films 
Checkpoints in planning, production and distribution of motion pictures 
262 How to Get More from your Film Budget — by Fred A. Niles 


A producer tells how you can make your dollar go farther 
224 The Art of Communication — by Richard A. Naumann (50c) 


A four-part series teaching admen production techniques and uses of audio-visuals 


Design 


290 Design for Corporate mee — by Hap Smith 
designer tells how to develop your own program 


Direct Advertising 


320 Mailing Lists — by Frederick Borden 


An Advertisers Buying Guide article covers buying and using lists 
318 Selling Boxes by Boxes — by Allen Sommers 


An unusual direct mail campaign caught the eye with vivid demonstrations 
304 A Basic Guide to Direct Mail 


Planning, procedures and checklists for more effective mailing 
261 How te Get an Effective Christmas Card — by Bette Macon 


Some practical suggestions to improve your greetings 
248 Can You Afford to Run Your Own Lettershop? 


-—— by Francis S. Andrews 
True economy is not always achieved by doing your mailings yourself 
240 Mcking an Effective Direct Mail Package — by William Baring-Gould 


An expert from Time Inc. gives some practical suggestions 
214 Are Amateurs Ruining Direct Mail? — by Dick Hodgson 
A provocative approach to the growing demand for professionalism in this medium 


Engraving 


112 Do’s and Don'ts for Better Engraving 3 
Replies to an AR survey give practical suggestions for cutting costs 


Exhibits 


315 A Low-Cost Exhibit with High Pulling-Power 
How a magazine used a bright idea instead of money to become the hit of the 


309 105 Ulcer Reducers for Exhibitors 
A Best of AR feature, this is a practical checklist for exhibit users 
280 100 Suggestions for Exhibitors 


A checklist of helpful hints for conventions and trade shows 
265 The Magic City 


A Georgia bank devised an unusual exhibit in a trailer to tell its story 
250 How Traveling Exhibits Build Good Will — by Mildred Weiler 


How Southwestern Bell Telephone handles display units 
192 Exhibit Photcs — How to Put Them to Work 


How a number of exhibitors use photos of their trade shows 
191 How to Get More from Your Trade Show Dollars 
— by William S$. Orkin 
Tips on building traffic and planning follow-through for your exhibits 
178 The Growing Importance of Fairs as an Advertising Medium 
— by James Joseph 
Fairs have become a product showcase and a selling place 
146 Hew to Get the Most Benefit from Trade Shows 


Excerpts from Monsanto’s exhibit manual gives many practical hints 


External Publications 


292 When an Agency Edits an External 


The story of an industrial house organ edited by an agency 
267 Disneyland Finds Solution to Tourist Promotion Problem 


An unusual house organ which promotes business for competitors builds Disneyland 


Packaging 


319 Wheat You Should Know About Package Research 
— by Edmund W. J. Faison 
A packaging expert outlines the essentials of the scientific approach to packaging 
306 A Basic Guide to ae : 
What packages should do for sales, and what materials to use 
298 Corrugated Goes Beautiful -— by Ed Sachs 
New processes are opening up new uses for the lowly carton 
294 How Design Unified a Product Line ea : 
New products got stature by joining the package family 
275 A Guide to Card Packaging — by Dr. John A. Keenan 
An expert describes the kinds of skin or blister pack and how they work 
270 How to Work with a Package Designer — by Robert Sidney Dickens 
A designer's advice on how to get along with these specialists 
269 How Women Feel About Food Packaging — by Bette Macon 
A report of a panel discussion at which some women shocked the experts 
264 Do Multi-Packs Boost Volume? — by Richard E. Reed ie : 
A report on a carefully-controlled test which measured effects of multip‘e packing 


Printing & Typography 


311 How to Save on Your Printing Bills 


65 hints on money-saving techniques, from a Best of AR feature 
305 A Portfolio of Typefaces for Admen 


The Best of AR feature includes more than 300 one-line specimens 
249 The Advantages of Letterpress & Offset es 
A debate in print shedding light on the selection of the best printing process 
235 Let's Get Together on Offset — by Bernard C. Schramm Jr. 
There’s trouble when buyer, artist and printer don’t talk the same language 
211 A System for Controlling Printing Costs — by Frederick er) 
A five-part outline of a practical system for saving 10% on your printing bills 
105 Let's Swap ideas 
Ten ideas from printers and admen culled from Kimberly-Clark’s contest 


Television & Radio 


308 A Basic Guide to Television Commercials 
The Best of AR Series covers the problems of the tv commercial 
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IDEA NO. 187 


Money-Making Change Mat 


Money changes hands attractively 
for dealers selling Bond & Lillard 
Kentucky whiskies. That’s because 
National Distillers Products Co. 
provides these brightly colored and 
flocked Kleen-Stik change mats. 
They apply with a simple peel-an’- 
press to gaan, wood, or Formica- 
type counters, and stick tight thru 
thousands of transactions. Art 
MeNitt, Central Sales Div. Sales 
Prom. Mgr., worked them out with 
Hans Christensen, of Hans 
Christensen Silk Screen Art, 
Chicago, who did the fluorescent 
screening and flocking. 


GET IT UP...KEEP IT UP...WITH KLEEN-STIK 


WORLD'S eb v7 4S) ilod 


GELF-STIK-ing ys th 
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|DEA NO. 188 
Spaghetti Give-Away 

“Every Third One’s FREE!’ says 
the John P. Canepa Co., Chicago, 
about its Red Cross Spaghetti. To 
get the money-back offer up where 
shoppers could see it, V. P. Frank 
Denby Allen had these ingenious 
coupon-holding shelf-talkers pro- 
duced. Each hes a strip of self- 
sticking Dubl-Stik on the back, to 
hold it tight on the shelf. Ann 
Coyle, Acct. Exec. with Canepa’s 
ad agency, Lilienfield & Co., 
teamed up with Les and Bill 
Shapiro of the Regent Printing 
Co., Chicago, on the snappy design 
and production. 
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Whether making money or 
giving it away, your P.O.P. 
promotions will pack more 
punch if you use modern, 
moistureless Kleen-Stik. 
There’s a whole shelf-ful of 
ideas at your regular printer, 
lithographer, or silk screener 
++.or write direct. 


MILS-N337M HLIM*™ 


PRODUCTS, INC. 
7300 West Wilson Avenue 
Chicago 31, illinois 
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@ The Health Hucksters, by Ralph 
Lee Smith; Thomas Y. Crowell, 
New York, 248 pages, $3.95 ... Mr. 
Smith is another writer who crys 
havoc. His target? These he says 
are falsifying or distorting medical 
truth for commercial profit. 

If he is correct in his charges then 
we had better revise P. T. Barnum’s 
evaluation of the possibilities of 
suckers being in good supply by 
several hundred per second. He 
quotes the American Medical Assn., 
for example, as saying the sale of 
vitamins and minerals alone “is 
needlessly costing the nation $500 
million a year.” 

If he is not correct, then he will 
probably be sued. He names names, 
people, places, advertising agencies, 
and government officials. 

“The story of the nation’s health 
hucksters is a story without heroes. 
Nearly everyone has played the 
public false, either by hiding some 
vital fact from himself as well as 
from others, or by silently compro- 
mising. Big firms and little firms, 
federal agencies as well as adver- 
tising agencies, manufacturers and 
distributors — all are involved. 
Since no one has been willing to 
face his own guilt or complicity by 
telling the public the full truth, a 
national scandal of almost unprec- 
edented proportions is continuing 
to grow unchecked. .” 

This is Mr. Smith’s position. His 
charges should provoke answers. 
Silence would be damning. E.S. 


e Your Future In Advertising, by 
Jules B. Singer; Richards Rosen 
Press Inc., New York 157 pages, 
$2.95 . . . This book tries very hard 
to dispel the image that in order to 
succeed in the advertising profes- 
sion, one needs to be a combination 
of Jack Armstrong, Cary Grant, and 
Beau Brummel. According to Mr. 
Singer, all good little boys and girls, 
if they have the will to work, and 
the drive to succeed, can find a 
comfortable niche in the field. 
“Your Future in Advertising” is 
part of the “Careers in Depth” se- 
ries, designed to “help you select 
your life’s work,” and it is written 
in the talky, comfortable tone that is 
common with such books. Although 
he professes to give “just the facts,” 
Mr. Singer, a vice president at Grey 


Advertising, writes with an obvious 
bias toward his profession — as 
though he cannot help but persuade. 

Advertising being such a complex 
field, the author is forced to de- 
velop his subject in breadth, rather 
than depth. He covers nearly all of 
the many facets of the profession, 
touching briefly on operations from 
agency to mail-order, positions from 
art director to space salesman, loca- 
tions from Madison Avenue to Main 
Street. Practical advice takes the 
form of discussions on where to be- 
gin and how-to-get-the-job, and is 
followed by short case histories of 
people who get jobs and went places 
in them. 

In essence, Mr. Singer has ef- 
fected a good introduction into the 
field of advertising. Although he 
really can do nothing more than 
skim the surface, it is an excellent 
beginning for high-school and col- 
lege students who are toying with 
the idea of entering advertising, or 
for the adman who wants a quick 
over-all view of the entire profes- 
sion. T.K.F. 


© The Smut Peddlers, by James 
Jackson Kilpatrick; Doubleday & 
Co., New York, 323 pages, $4.50... 
I’m against total censorship but I’m 
also opposed to pornographic ma- 
terials being sent through the mails 
to children. This seems to be the 
position taken in this work by Mr. 
Kilpatrick, a Virginia newspaper 
editor. 

But who is to define total? Who is 
to say what is pornographic, when 
even the courts have handed down 
decisions that say, in effect, that 
obscenity is an undefinable some- 
thing and is not the same today as it 
was yesterday? Would you want 
those distinguished literary experts 
who run our postoffices to determine 
what you and your children should 
read? Could it be those broad- 
minded women who make up the 
membership of women’s. clubs? 
Maybe it should be the American 
Legion? Or clergymen of all and any 
denomination? What about house- 
wives? Or printers? 

Let’s consider what these people 
will have to judge. Would you call a 
picture of a Negro man telling his 
love to a white woman obscene, and 
bar it from the mails? If you would, 
how could a producer send to a 
newspaper publicity pictures of a 
production of “Othello” by Shake- 
speare? Do you think writers should 
avoid intimate details of what some- 
one has described as “the ultimate 
in human relationships”? If you do, 
what are we going to do with the 
work of such writers as D. H. Lawr- 





ence, John Steinbeck and Heming- 
way, to name just a few? 

These are some of the problems 
that Mr. Kilpatrick faces in dis- 
cussing censorship possibilities for 
this nation. He seems to feel that an 
elastic law is possible, let the good 
stuff through to the people, and 
filter out the bad. Mr. Kilpatrick 
doesn’t seem quite sure who should 
be in charge of the filtering process. 

At any rate, he is describing what 
amounts to a national disgrace, and 
anyone who depends on direct mail 
should be made aware of this dan- 
ger. The filth merchants depend 
heavily on the medium and there is 
a strong possibility that extreme 
legal measures will be taken. E.S. 


e Communication in Business and 
Industry, by William M. Schutte & 
Erwin R. Steinberg; Holt, Rinehart 
and Winston Inc., New York, 393 
pages, $6.50 . . . Most textbooks are 
dull, but every once in a while 
there is one that can stand the tran- 
sition from the classroom to the 
personal library and reference shelf. 
This is one of this minority. 

Written by two members of the 
faculty of the Carnegie Institute of 
Technology, it discusses briefly and 
clearly the ways in which com- 
munication is used, gives examples 
of various kinds of letters or other 
writing, and sets exercises for those 
who have the ambition to carry 
them through without the goad of 
an instructor. 

It is a readable text, and one 
from which most of us could gain 
something, even without the invest- 
ment of the work it deserves. R.B.K. 


© Handbook of Plant and Floral 
Ornament, by Richard C. Hatton; 
Dover Publications, New York, 539 
pages, $2.98 . . . The Elizabethan 
gentry, with a fine sense of the 
beautiful in Nature, and with no re- 
gard at all for botanical exactitudes, 
made painstaking drawings of all 
the English plants from mulberry 
to milkwort. Printed in Renaissance 
books of engravings and woodcuts 
called “herbals,” and regarded as 
scholarly curiosities since, 1,200 of 
the drawings have recently been 
collected in this book, and are avail- 
able for free reproduction. Al- 
though their creators intended them 
to serve as a scientific record, the 
drawings often sacrificed Nature to 
art, and their function is now, of 
course, purely decorative. When 
used to add spice to a _ handbill, 
poster, or direct mail piece, they 
can provide interest, ornament, and 
a pleasant antique flavor. T.K.F. 





Which publication can expect 
the highest readership? 


4 Perea Publication Wrappers 


offer a neater, safer and better way 
to insure increased readership 


It’s not necessary to fold magazines 
into a frustrating, hard-to-read 
bundle to save on costs and assure 
safe arrival. Mail your magazine 
flat — the way they are read — 
and positively protect them against 
weather, rough handling, abrasion 
and repeated impact with low-cost, 
Thilco Publication Wrappers. 
Skimpy, makeshift wrapping meth- 
ods are “penny-wise and dollar- 
foolish” when it comes to reader- 
ship. Compared to mailing envel- 


Economical 


Provide full “mail-clad” 
protection against weather 
and handling 


® Lower material, handling and 
mailing costs over cartons 


Wide range of grades 
to choose from 


* Work well on automatic 
banding machinery 


All grades available 
plain or Print-Decorated. 


Write today 
for samples and 
complete details. 


opes or cartons, Thilco Publication 
Wrappers are lighter in weight, 
provide better protection and are 
far less costly. They save on ma- 
terial, storage space, labor and 
postage. For additional assurance 
of readership, Thilco Wraps can 
be attractively Print-Decorated. 
No matter how large or cumber- 
some the volume, there is a Thilco 
paper grade “tailor-made” to fully 
protect your publication in the 
mails for increased readership. 


srades tailor r 
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t every type of p 


Thileo Publication Wraps are furnished in a 
versatile range of grades from single-ply Plain 
or Creped heavy-duty Krafts to THILCO-TUF 
(Non-staining Laminated grades) in medium 
and heavy weights—plain or fiber re-inforced. 
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was Mod Versatile Paper Mill 


SORGs 


EQUATOR Index Bristol 


{sk your Sorg distributor for the regular Equator 
Index swatch book, and the special swatch book that 
shows a range of pressroom and bindery charac- 
teristics. Call your Sorg distributor today! 


THE SORG PAP 


SORG’s EQUATOR INDEX BRISTOL Provides a 
“Sell-on-Sight” Background for Your Sales Message 


For a multiplicity of direct mail, business forms, or just plain every day uses, you'll be 
hard put to find a paper to compare with the versatility of Sorg’s Equator Index Bristol. 
When colors are needed for series mailings, or for color-key identification, Equator 
Index has them—-six colors and white, to be exact. Where weight is a factor, choose 
from the four basis weights in which Equator Index is available. And if it’s a matter 
of economy, check the four stock sizes offered in Equator Index—for the one size 
bound to give you maximum finished pieces per sheet, with minimum waste. 


And don’t overlook Equator Index Bristol’s smooth, uniform, surface-sized finish— 
designed to provide quick, trouble-free trips through the pressroom . 


. and to put 
an extra eye-full of sales appeal in every finished piece. 
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Many an American company is drawing upon 
themes from the past to serve as the basis for exciting 


promotion campaigns. Here are some examples. 


De 


SO? 


BROS. BUY CROTON WATER AT SO 


IAL NOTE 


BREWERY  \AST IN NEW YORE 


Old-Time Newspaper .. . This paper, on 


a buff Stock, gave news, old and new. 
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By Etna M. Kelley 
A phenomenon of this period is 
the nation’s intense preoccupation 
with the past, not only with our 
own national heritage, but with 
history in general. The advent of 
the Civil War Centennial era, 1961- 
1965, has given impetus to the 
development, but it has been gath- 
ering momentum for several years. 
Its scope, however, extends far 
beyond the Civil War period and 
includes keen interest in ancient 
and medieval history, and the his- 
tory of other lands as well as our 
own. 
The evidence is all around us — 
in merchandise on sale, the books 
we read, the plays we see, the songs 
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we sing and the records we buy, 
and, in particular, in the use of 
nostalgia as a sales tool. To readers 
of this publication, most of whom 
are concerned with selling techni- 
ques, the chief significance of the 
trend lies in the wealth of oppor- 
tunities to draw upon the past for 
advertising and promotional themes. 

An awareness of the popularity 
of merchandise — and promotional 
methods — keyed to the past may 
be had quickly by browsing through 
almost any large-circulation, gen- 
eral magazine, or the Sunday edi- 
tion of a metropolitan newspaper. 
Among items proffered there might 
be buttons and jewelry, book-ends 
and door-stops, maps, and, above 
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all, books — tied somehow to the 
Civil War. 

A recent issue of the New York 
Times carried advertisements, on 
almost adjoining pages, for Spanish 
Main (pirate) decanters at $3.95, 
and Renaissance chess sets at $5.98. 
And, illustrating the use of historic 
treatment to sell “non-historic” 
merchandise, there was in that same 
issue of the Times a Brooks Broth- 
ers advertisement for hats and 
shoes, showing - not the merchan- 
dise, but a Dickensian skating pond 
scene; and an impressive double- 
page spread for Park & Tilford li- 
quors, with the dominant illustra- 
tion a coach drawn by two white 
horses, the driver in livery, and the 
coach’s cargo a bottle of liquor in 
a gift package with the same coach 
design. Studded through the pages 
of all types of published media we 
nowadays find many examples of 
advertising of both modern and 
“period” items with touches of nos- 
talgia in illustrations or other art- 
work, in old typefaces, and in the 
use of historic copy themes. 


> Perhaps, subconsciously, the pub- 
lic is reacting against the Thermo- 
nuclear Age by retreating into the 
past. Perhaps the approach of the 
Civil War Centennial is the main 
motivating spark. No matter what 
the reason, it is obviously a good 
time for all concerned with the cre- 
ative aspects of selling to dig into 
old files, visit the historic museums 
and use other available means of 
drawing upon the past for selling 
themes. It is also a good time to 
consider adapting a modern product 
to suit this demand for merchan- 
dise reminiscent of the past. 
Interest in “antique” cars is at a 
high peak. There are about 60 clubs 
in the world whose members col- 
lect or drive such “horseless car- 
riages,” the largest being the An- 
tique Automobile Club of Ameri- 
ca. Its size is reflected in the growth 
of its official magazine, sent free 
to members, who pay dues of $6.50 
a year, and for $5 a year to non- 
members. The publication started 
as a mimeographed sheet in 1936, 
with circulation of 45, grew to 1,- 
000 by 1941, to 4,000 in 1947, has 
been running upwards of 13,000 re- 
cently, and is expected to hit 20,- 
000 when the Silver Anniversary 
issue is published early next year. 
The appeal of old cars extends 
beyond those who drive and collect 
them, and they are widely used as 
symbols of the Gay Nineties and 
early 1900s. As illustrations, they 
are almost standard in company 
histories and in the anniversary 
issues of annual reports and com- 
pany magazines, for organizations 
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which have existed for forty years 
or more. 


> Of special significance is the amaz- 
ing success of American Heritage, 
which burgeoned from a modest 
quarterly in 1949 to a book-maga- 
zine in 1951, and now has a circula- 
tion of 300,000, with subscription 
price $12.50 (six issues). More 
astonishing are its many by-prod- 
ucts, books, maps, globes and other 
“sundries.” Its latest major offering, 
the Picture History of the Civil 
War, has hit the 300,000 mark, 
claimed to be the best showing ever 
attained for a $20 book. 

Another aspect of the current 
nostalgic vogue is the high incidence 
of restorations of shrines, buildings 
and sites of historic import; and of 
the large number of pageants and 
re-enactments scheduled for the 
Civil War Centennial period. 


> Most impressive project of this 
nature is Freedomland, the 205-acre 
amusement center shaped like a 
map of the U.S., complete with 
“mountains” and waterways. Lo- 
cated in New York City, it attracted 
over 3 million visitors last year, and 
its backers hope for even better 
attendance this coming season. 

A combination industrial exhibi- 
tion, park, historic pageant, with 
U.S. history as its main theme, 
Freedomland employs actors to re- 
enact chapters in the nation’s past, 
such as the burning of Chicago in 
1871 (complete with Mrs. O’Leary 
and her cow), and the 1906 San 
Francisco earthquake and fire. 
Through concessionaires, it offers 
about 35 rides, from Pony Express 
to antique cars and trolleys. 

There are at Freedomland about 
50 industrial and commercial ex- 
hibitors, who might be called “in- 
stitutional” advertisers, though some 
also sell merchandise, usually re- 
freshments or souvenirs. 


e As an instance, there is the 
restoration of the first Schaefer 
Brewery, with beamed ceilings and 
oaken casks. (But no “samples,” as 
Freedomland’s rules forbid the giv- 
ing or selling of intoxicants.) 


e On the other hand, R. H. Macy 
& Co. has a replica of the little shop 
opened by the founder in 1858, from 
which are sold numerous items of 
the kind favored by tourists. 


e Also in the “Little Old New 
York” section of Freedomland is an 
operating bank, used by employes 
and visitors, but in a building and 
setting typical of the mid-1800s. 
Conducted by New York’s oldest 
banking institution (founded in 
1784), the Bank of New York, it 
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offers the usual banking services 
and picks up a tidy bit of “plus” 
business through the sale of souve- 
nir money orders in $1, $5 and $10 
denominations, printed on blanks 
illustrated colorfully by reproduc- 
tions of historic events. A “Wel- 
come” folder given to visitors car- 
ries the same theme. 


@ Somewhat along the same line is 
the exhibit of the Continental Na- 
tional Insurance Group, also in 
“Little Old New York,” housed in 
a simulated century-old building, 
with props to match. From this 
office Freedomland policies (day- 
long coverage) are sold for 25v 
apiece. It’s safe to assume that the 
thought of coverage is less impor- 
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tant to buyers than the souvenir 
value of the policy, with its eagle 
and flag decoration and its old- 
fashioned typography. Another big 
“plus” is the giving of a free red 
fireman’s hat, much prized by chil- 
dren, with each policy purchased. 


® Schering Corp., pharmaceutical 
manufacturer, chose as its exhibit 
a reproduction of an authentically 
furnished mid-nineteenth century 
apothecary shop; and, in contrast, a 
display of the firm’s modern research 
and production facilities. One of the 
attractions is the preparation, by 
hand, of sample pills, with an old- 
time pill machine. Among the ex- 
hibits is a huge Queensware leech 
jar, dating back to 1840. Schering’s 
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management estimates daily attend- 
ance at 4,000 in the 1960 season. 


e The easiest way for exhibitors to 
tie in with the Freedomland theme 
is through printing — of giveaway 
literature, displays, packaging, maps, 
and of items on sale, such as the 
one-day insurance policies. Hallmark 
Cards, for example, in its exhibit 
and Party Center in the Old Chicago 
area, wraps merchandise in specially 
designed Freedomland paper and 
bags. Besides postcards and greeting 
cards, souvenirs of the project, Hall- 
mark sells a Freedomland Party 
Kit. The firm also provides a gift 
and package wrapping service, with 
the privilege of having items mailed 
through Freedomland’s own post 
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office, with its distinctive postmark. 


e The replica of an old-time print 
shop, by Morgan & Morgan (print- 
ers and publishers), includes an old 
hand press, with which reproduc- 
tions of old documents on sale there 
may be “personalized” by imprint- 
ing the buyers’ names or other 
material. The firm also issues a 
newspaper, printed on an old press, 
with old-time type, combining news 
of Freedomland with excerpts from 
newspapers of long ago. 


> The simplest way to capitalize on 
the vogue for nostalgia is through 
the celebration of an anniversary. 
But any company may cash in on 
this trend at any time, even if quite 
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SEE THE MACY'S YOUR GREAT-GREAT-GRANDMOTHER KNEW...AT FREEDOMLAND U.S.A. 
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belongs to Amencan histor 
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ac and a space ship, watch the ¢ 


from s argest 
$ 205 acres of Americana in action. Here you and your 

hicago fre, soar through the air in an ore bucket 
all of America’s past, present, and future. Macy's is here because Macy's 
ve of the things that make this country the wonderful place it ia Free- 


re gree. part of history come 


domland, in the upper Bronx, is just 30 minutes from Times Square . . . and, native New Yorker or visitor, 
don't miss Macy's at Freedomland. 


een errvererersusssereeecereesesenererereenee eres enesess, 


Newspaper Ad. . 
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. this black and white ad, running across the full width of a page 


in ‘The New York Times,’’ helped to promote the Macy exhibit at Freedomland, as well 
as building a favorable image of the store itself. 


young, or without waiting for its 
birthday. 

For one thing, it is not necessary 
to wait for the 25th, 50th, 75th or 
100th birthday in order to stage an 
anniversary promotion. There are 
instances of young companies stag- 
ing a highly successful 10th or 15th 
birthday promotion. And, to an in- 
creasing degree, we find observances 
tied to the in-between anniversaries, 
such as the 20th (or 21st), 30th, 
40th, 60th, 65th, 70th, 80th, 85th, 
and so on. Looking at it in this way, 
any company may celebrate its 
birthday at five-year intervals. Then 
there are the brand anniversaries, 
which are sometimes richer in pro- 
motion values than are those of the 
parent companies. An outstanding 
case was H. J. Heinz’s “57” promo- 
tion, featuring its famous brand. 
Another possibility is the celebra- 
tion of the production of the mil- 
lionth, or five millionth, etc., unit, 
whether it be a can of dog food or 
an automobile. 

Still another way of celebrating 
an anniversary without actually 
having one is by tying in with an 
industry milestone, such as an in- 
vention or the birthday of an 
industry pioneer, or even with that 
of the company’s founder. And 
related to this method is the tie-in 
with a regional, or in this period 
of U.S.A. history, a national event. 
The Civil War Centennial is a gold 
mine of opportunities for selling 
through nostalgia. (See p. 31.) 


> An observant person would find 
no difficulty in making a long list 
of examples of ways in which the 
business community is moving along 
with the wave of interest in history, 
and at the same time benefiting by 
earning goodwill and at times by 
increased sales volume. Some are 
bringing out new products or re- 
productions of old ones. Some have 
dug up old products for which there 
is now a market, such as antique 
cars, gas lamps, and even early stock 
tickers — 200 of which were offered 
recently in an advertisement in the 
Wall Street Journal. The travel 
industry is benefiting through the 
desire of the public to visit scenes 
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where history has been made. 

But a far larger number have 
entered the fold through promotions 
tied to historic themes. Here are 
some thumbnail sketches illustrat- 
ing ways that companies of various 
sizes and in different fields have 
recently tied in — or are now tying 
in with — the public’s amazing 
acceptance of ideas and merchandise 
presented through the appeal of 
nostalgia. 


e Hudson’s Bay Co. Inc. is conduct- 
ing an advertising campaign, with 
full pages in newspapers and mag- 
azines, to advertise its Scotch as a 
“man’s drink.” In each insertion the 
face of “the man from Hudson’s 
Bay” looms large, with his hand 
included, and on one finger a ring 
made from a rare beaver coin once 
issued by the Hudson’s Bay Co., and 
then worth a beaver pelt. (It’s worth 
much more now.) At first presented 
to liquor dealers, wholesalers and 
tavern owners, jewelry (tie-clasp 
and cuff links) with reproductions 
of the coin proved so popular that 
the firm plans to offer it to con- 
sumer. The history of Hudson’s Bay 
Co. (chartered in 1670) is stressed 
in the current campaign. A booklet, 
“A Brief History of the Hudson’s 
Bay Company,” is offered in the 
advertisements. Leber & Katz, New 
York, is the advertising agency for 
Hudson’s Bay. 


e Milton Bradley & Co., Spring- 
field, Mass., manufacturer of toys, 
games and school supplies, adopted 
the “Little Red Schoolhouse,” as its 
100th anniversary symbol. The de- 
sign was used on the front cover 
of the firm’s 160-page school supply 
catalog and as the cover design of 
a brochure given away at the East- 
ern States Exposition. The symbol 
was used also in the firm’s advertis- 
ing and promotion throughout the 
year. Bradley set up a reproduction 
of a toy store of 100 years ago, 
which was shown in its New York 
sales office, at the 1960 Toy Fair 
and, for four weeks, at B. Altman 
& Co., New York department store. 


e Loft Candy Corp., Long Island 
City, N.Y., had an artist design an 


emblem for its 100th anniversary, 
and used this on 10 million seals 
(one for each box of candy sold 
during the celebration) and plaques 
— at least one in each of its chain 
of stores. Seals also appeared in the 
company’s advertising, which in- 
cluded quarter-pages in newspapers 
and a 16-page color supplement in 
the New York Times. To get “me- 
morabilia” tied to its early history, 
Loft used classified advertisements 
asking for early pictures, packages, 
clippings, etc., related to its history. 
Some interesting and useful old 
material came to light in this way. 
During its anniversary observance 
the company sold Centennial Candy 
Coins, chocolate disks in embossed 


gold foil, packaged in gold mesh 
bags. 


© R. R. Donnelley & Sons Co., 
Chicago, harked back to Biblical 
times to call attention to its facilities 
for financial printing, in an amusing 
8-page (plus cover) brochure, “Yea, 
Babylon,” telling how the Baby- 
lonians printed with bricks and 
chisel on wet clay. “Picture the ton- 
nage of pottery that had to be han- 
dled in working out the Balance 
Sheet and the Earnings Statement 
(of the annual report of Babylonian 
Iron Works) . . . The clumsiness of 
her printing may well have brought 
Mighty Babylon to the ground.” 


e F. & M. Schaefer Brewing Co., 
through its president, presented to 
the town of Mystic, Conn., a replica 
of an early American inn. It is a 
part of a waterfront restoration, 
which includes the Mystic Marine 
Museum, whaling vessels and other 
reminders of the whaling era. 
Schaefer’s Spouter Tavern, as it is 
called, includes a tap room operated 
until recently in New Hampshire 
and other authentic materials and 
accessories. (Note also Schaefer’s 
participation in Freedomland.) 


e American Airlines Inc., demon- 
strated how a young company 
(though old for its field) can use a 
historic theme in its advertising, 
with a full-page advertisement in 
the October 30th combined special 
edition of the Fort Worth Star-Tele- 
gram and the Dallas Times Herald. 
Top half depicted in Currier & Ives 
style a scene of Indians attacking a 
caravan of covered wagon pioneers. 
Bottom half showed a giant Ameri- 
can Airlines 707 plane winging its 
way in the skies. Though only four- 
teen words of copy were used — 
three of them the company’s name 
— they tell the story forcefully: “It’s 
Easier to Get to Texas Now,” and 
at the foot of the page, “AMERI- 
CAN AIRLINES INC. Texas’ Pio- 
neer Airline.” 44 





This is Penn/ Brite Offset...the value sheet 


ECKERILEY 





To demonstrate that the basic 
problems of printability are 
the same the world over, 

New York and Penn 
commissioned 

Tom Eckersley, internationally 
famous British designer, 

to create this insert. 

His goal: to incorporate 

the most demanding combination 
of graphic techniques that 


any offset sheet might encounter. 


Mr. Eckersley subjected 
Penn/ Brite Offset to the rigors 
of pin-point register . . . 
reproduction of delicate 
half-tones and airbrush vignettes 
. . reverses of fine serif type 
out of black . . . heavy black 
solids to demonstrate opacity 
—and a host of other printing 
techniques—virtually 
“impossible” when combined into 
one “torture test.”” Your own 
critical eye shows you how 
faithfully each of the design 


elements has reproduced. 


Penn/ Brite Offset, the white, 
bright value sheet, comes 

to you moisturized and 
double-wrapped. Write for new, 
complimentary swatch book 
and the name of your nearest 
distributor. New York & 
Pennsylvania Company, 

425 Park Avenue, 

New York 22, New York. 


Designer: Thomas 
Eckersley is Head of the 
Design Department at 
the London School of 
Printing and Graphic 
Arts. A member of the 
Alliance Group Inter- 
nationale, his work has 
been exhibited all over 
Europe. During the war, 
while serving with the 
RAF, he designed posters 
for various Government- 
al departments. In 

1948 he was awarded 
the O.B.E. for British 
poster design. He has 
taught design at the 
Westminster School of 
Arts and is currently a 
leading free-lance 
designer. 
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A fire in a factory or a warehouse doesn’t happen very 
often, but when it does, the advertising and sales promo- 


tion departments must move, fast and decisively. 


JASE OF FIRE 


By Howard H. Fogel 


What do you do when you have a 
fire? How do you tell your custom- 
ers? Your suppliers? What news 
should you get out? 

All ad or sales promotion man- 
agers face the same problems when 
a fire hits their plant: reassuring 
your customers, notifying your sup- 
pliers, assessing the damage for 
public consumption. The well-de- 
fined procedures fall into two cate- 
gories: one for the small fire which 
does minor damage and was quickly 
put out; and one for the major fire 
which causes damages that cannot 
be repaired immediately. 


Minor Fires . . The minor fire pro- 
cedures are relatively easy to han- 
dle. The advertising or sales pro- 
motion manager whose duties also 
incorporate the publicity for his 
company has the responsibility for 
preparing the release. In many cases, 
the fire will be ignored by the local 
news media, but the wise ad man- 
ager will obtain all the necessary 
information for a statement, just in 
case a reporter does call upon him. 
The advisability of having a pre- 
pared statement is evident. In this 
way, no wrong information will be 
written up, and whatever news bul- 
letins are broadcast will be written 
from the company point of view. 
The information necessary in this 
case can be covered by a one-page 
statement with the following infor- 


mation: how the fire was started; 
was anyone hurt; how much dam- 
age was done in dollars and in 
structure; will production be in- 
terrupted; has the cause of the fire 
been eliminated so as to avoid other 
fires. 

All such announcements should 
contain the name of the company 
spokesman, and the company tele- 
phone operators should be instructed 
to refer all telephone calls to that 
individual. 


Major Fires . . It is a major fire 
which destroys production facilities 
and office equipment that causes 
difficulties for the ad manager. How- 
ever, by keeping in mind three ques- 
tions, he will be able to solve his 
problems: 


1. How much damage was done? 
2. How soon can it be repaired? 


3. What’s going to happen in the 
meantime? 


The ad manager’s job naturally is 
not to make these managerial deci- 
sions, but to explain them as quickly 
as possible to three groups: the cus- 
tomers, the suppliers, the public. In 
many cases, his work will run tan- 
gent to that of others in the com- 
pany. 


The Customers: 


1. Phone customers expecting im- 
mediate shipment ... Work with the 


sales manager to check on those cus- 
tomers who have large orders wait- 
ing for immediate shipment (within 
10 days or so). These people should 
be phoned to tell them the status of 
their orders, if there will be an in- 
terruption in their delivery schedule, 
as well as of the company’s plans. It 
is important to telephone rather 
than to send a telegram. With the 
former, your company will be able 
to allay any fears by answering 
questions immediately. 


2. Phone salesmen ... All salesmen 
or sales representatives should be 
phoned immediately. They are the 
ones on the firing line and will have 
to do a great deal of explaining. 
They should be told the complete 
story, and then the type of informa- 
tion whit should be passed along to 
their cus: .uers. 


3. Initial company letter . . . Once 
the damage has been ascertained 
and the production start-up deter- 
mined, a letter should go out (with- 
in the first week) to all customers 
and prospects telling them what 
happened and what the future plans 
are. 

There are some people who feel 
that since many customers or pros- 
pects might not have heard about 
the fire, they shouldn’t have any 
anxieties or questions aroused. The 
difficulty about this arrangement is 
that you never can be certain as to 
who knows and who doesn’t. Rumor 
spreads so easily that the astute ad 
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manager will face the problem and 
discuss it fully with facts. 


4. Long-range direct mail .. . If the 
repair job is going to be a long one, 
the ad manager is faced with the 
problem of retaining the custom- 
er’s interest, even if his purchases 
must of necessity be placed else- 
where. If a factory will be out of 
commission for two months, the ad 
manager should plan a series of bul- 
letins to go out to all of his mailing 
lists. (The advisability of having 
duplicate lists with one set at the 
mailing house is proven in cases like 
this.) 

These bulletins should be based 
on news features. If the factory was 
burned completely, a first bulletin 
could indicate what the new factory 
will look like, and the modern pro- 
duction facilities which are being 
installed. Of special importance is 
the need to stress continuity of sales. 

Even if management has been 
unable to make arrangements for 
shipping, your customers must be 
reassured that your product and 
brand name is still being maintained 
before the public. In this way, they 
will maintain a loyalty to your com- 
pany, realizing that they will not 
have to go through an introductory 
period with a brand that has been 
forgotten. In a way, the situation is 
similar to wartime when companies 
with no products to sell, still adver- 
tised extensively in order to sell 
their name. 


5. Trade advertising . . . Changes in 
trade advertising depend upon the 
extent of the damage and the time 
lag for repair. If it will be one or 
two months, direct mail can usually 
take care of the problem. But any- 
thing longer would call for a state- 
ment on the part of the company. 
Once again, the angle suggested 
deals with the future—the modern 
production facilities which will 
manufacture a better product and 
ensure faster delivery, etc. 


6. Ready for shipping When 
delivery time has been assessed, 
customers should be informed of 
this. At the same time, it is impor- 
tant to stress what has been done to 
maintain the brand name. A recap 
of the company’s sales promotion 
and advertising is in order as well. 


The Suppliers: 


1. Long range bulletins . .. The 
purchasing agent should handle the 
immediate needs for the suppliers, 
but the ad manager can do a good 
publie relations job with this group 
as well. Much of what was done for 
the customers pertains to the sup- 
pliers as well. However, the bulle- 
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tins to this group should place most 
of their emphasis on facilities such 
as equipment, loading, warehous- 
ing, etc. 

In many cases, suppliers learning 
about the type of activity at the new 
factory will be able to make sug- 
gestions, advise about new prod- 
ucts, etc., which can be incorpor- 
ated into the design. Astute ad and 
sales promotion managers can ob- 
tain extra goodwill from this source 
by keeping them informed about 
the delivery dates. The suppliers 
have their production problems, ani 
they will want to regulate their 
schedules accordingly. 


2. Ready for delivery ... When de- 
livery time has been determined, a 
letter should go out to the suppliers 
informing them of any new proce- 
dures and incorporating all the in- 
formation about what has_ been 
done. The bulletin can be dressed 
up with photos or sketches of the 
new facilities. 

In both cases of the suppliers and 
the customers, the ad or sales pro- 
motion manager should attempt to 
draw in the interest of these groups 
so that progress of the building be- 
comes personal to them and keeps 
their interest high. 


The Public 


1. The community’s immediate in- 
terest . . . Since fires affect the safe- 
ty of the community, the public has 
an immediate interest in what has 


occurred. The wise ad manager will 
supply the information to the news 
media as quickly, efficiently and 
fully as possible. The initial infor- 
mation can very well determine 
whether the public will have subse- 
quent sympathy, apathy or hostility. 
For example, if the company had 
inadvertently violated certain fire 
regulations or if some spark escaped 
causing the fire, the public has the 
right to know why this occurred. It 
is usually better to explain the mat- 
ter to the reporter than allow for 
conjecture. Ad managers can even 
have available for the reporters 
photographs of the building before 
the fire. 


2. Continuity of news maintains 
goodwill . . . Once the initial story 
has been issued, the ad manager’s 
work falls into a pattern similar to 
that dealing with the trade. If the 
plant is one which substantially sus- 
tains the community’s laboring force, 
its progress is of continuous interest. 
The ad manager can be a source of 
favorable information and help de- 
velop the story of the rebuilding 
thereby maintaining good commun- 
ity relations. 

The important thing to keep in 
mind is that fires are news and will 
be reported. Secondly, the com- 
pany’s re-entry into the market will 
be made that much easier by an 
alert ad or sales promotion manager 
who has prepared the way by keep- 
ing a receptive audience. 44 


DIRECT ADVERTISING 


Mink Jacketed Pencils 


To emphasize the quality of its Ticonderoga pencils, the Joseph 


Dixon Crucible Co. r 


put mink “jackets’’ on several thousand being 


mailed to dealers, prospective customers, and the press. The pen- 


cils were mailed in a fol 


jer which featured a fashion model on 


vour the cover. A die-cut opening on the cover allowed the mink to be 
. seen on the cover as the lady’s chapeau. Copy on the inside of 


idea 


the folder was in a series of boxes, each pointing out an individ- 


ual feature of quality in the pencil. Arrows from the copy boxes 
Album —s vr 


lead to the pencil. 


Prize Gimmick 


A first in contest history has | 


CONTESTS 


een made by the Dr. Pepper Com- 


pany with a diamond door knob as a grand prize. The door-knok 
is specially designed with a cluster of 50 small diamonds around 
its rim and a huge two-carat diamond attractively mounted in its 
center. Going along with this one-upmanship in keeping up with 
the Joneses will be the $25,000 Swift home, a deluxe Rambler sta- 
tion wagon and a family-size Refinite-Sheldon swimming pool that 
will be included in the first prize. The contest is being conducted 
in celebration of its 75th anniversary. 
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The Civil War Centennial has already started, and will be 
with us for the next four years. Many advertisers have already 
started to gain impact from tie-ins. Will you? 
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By Rick Krepela 


The nation is preparing for an 
all-out Civil War Centennial cele- 
bration with countless opportunities 
for local, regional and national ad- 
vertisers to participate. All sorts of 
“tie-in” campaigns are not only 
possible but probable. Whether to 
hitch your advertising star to the 
blue and grey of the Centennial 
is something that should be given 
much thought. Some — successful 
campaigns using the Civil War 
theme have already been tried but 
some companies that might have 

von ware oF cusses seemed a “natural” for this type of 
i promotion have turned thumbs 
down on the idea. 

In general there are four fields 
in which commercial participation 
in the Civil War Centennial is pos- 

scanty Wi, Sey COS sible. 


Direct “Theme” Advertising . . 
The use of old prints or engravings 
to act as an attention getter for 
“heritage” slanted copy. 


The 


Premiums .. These giveaway or 


Old Art. for New Ads. . . Typical of the use being made by advertisers are these 
two campaigns, one local, one national. Above is a Richmond, Va., funeral di- 
rector, in full newspaper pages. The others are from national magazines. 





self-liquidating items can run the 
full gamut from souvenir maps to 
“Johnny Reb” or “Yank” battle 
caps. Toy soldiers, flags, buttons; 
this list is almost endless. 


Centennial Publications .. A 
whole raft of special booklets, sou- 
venir programs and the like are 
scheduled as the four year program 
gets under way. Selecting those to 
use and evaluating the effectiveness 
offers space buyers new opportuni- 
ties — and headaches. 


Sponsorship of Events . . Several 
hundred tourist-attacting pageants 
and re-enactments are planned, 
with at least partial sponsorship 
being offered to commercial firms 
in many locations. Several “spon- 
sored” films have already been made 
using Civil War subjects. 


> Before writing the whole Cen- 
tennial program off as a “purely 
local matter for the South” consider 
these points. National interest in the 
Civil War is on the upgrade. Dozens 
of books were published on the 
subject last year alone. Civil War 
battle sites range from Pennsyl- 
vania to Texas so the area covered 
is more general than is usually 
realized. At last count there were 
42 separate states with Civil War 
Centennial Commissions working on 
official observances of the anniver- 
sary. 
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True, most of the interest will 
center in the South where local and 
regional concerns are slated to use 
the theme to greatest advantage. 
But this does not eliminate success- 
ful national use of the idea. 

For example, the current series of 
Sinclair Oil ads uses Civil War 
period prints and engravings. The 
copy is heavy on the historical 
background of the incident pictured 
and ends with a deft touch for the 
Sinclair Touring Service. “To plan 
your trip to Civil War sites write 
for Sinclair maps” is the closing 
thought behind the copy. 


> Actually the ads were prepared 
with the cooperation of the Nation- 
al Civil War Centennial Commis- 
sion. This group, authorized by the 
Congress, was established in 1958 
to help coordinate plans for cele- 
brating the hundredth anniversary. 
It works with an annual budget of 
$100,000 to promote and encourage 
state and local observances. By 
working with it, and using its name 
in the ads, Sinclair not only assures 
itself of historical accuracy but 
heightens the “semi-official” tone 
of its generally institutional adver- 
tising. 

Many people who have not been 
following the planning are surprised 
at how much money is involved. 
Aside from the budget for the Na- 
tional Commission, each state has 


appropriated varying amounts to 
further its own programs. The var- 
ious groups will spend an estimated 
10 million dollars to plan, promote 
and stage the various events. Vir- 
ginia leads with a million dollar 
budget for just the next two years. 

Tennessee moves into second 
place with a hard working Com- 
mission that is planning everything 
from a simple dedication to a full 
scale re-staging of the battle of 
Lookout Mountain. Georgia, Ala- 
bama, North Carolina come in next 
with pageants, balls and “heritage 
tours” all on the docket. 


> At first glance it might seem these 
items would interest only someone 
in the tourist business. But almost 
every one of these state groups says 
it welcomes commercial participa- 
tion in its plans. The Director of 
Virginia’s Civil War Commission, 
James Geary, says “We will assist 
and cooperate with companies plan- 
ning exhibits or presentations pro- 
viding they are of a public service 
nature and not too commercial.” 
That about sums up the attitude 
of most of the officials. They all 
want to make sure that the Cen- 
tennial does not turn into a com- 
mercial circus. 


The Director of Georgia’s Cen- 
tennial Commission, Rowland Smith, 
points out that it will assist any 
companies wanting to use the theme, 
“provded they help us point out 
that it is a commemoration and not 
a celebration.” He adds that the 
state is leerie of “fast buck” pro- 
motions. 





Eversharp is offering a pair of 
ballpoint pens. For those who 
are partisan on the other side, 
there is also a Johnny Reb 
pen, with stars and bars. 

The antique appearance of 
the soldier was achieved by 
using wood engravings pre- 
pared by Sander Wood En- 
graving Co., Chicago. Design 
of pen and package was by 
Larry Muesing, Design Dy- 


namics Inc. 


This is a view shared by Camp- 
bell Brown of Nashville, Tennessee. 
Head of the state’s Civil War Com- 
mission, he was recently appointed 
Chairman of the Committee for 
Business Relations for the Centen- 
nial. The committee will help “po- 
lice” use of the topic in advertis- 
ing but anticipates little trouble. 
He says, “I have found, generally 
speaking, that most firms are ex- 
tremely anxious to treat the Civil 
War Centennial in a dignified man- 
ner. 


> The scattering of companies that 
have already used this theme are 
examples of propriety in this re- 
spect. The Sinclair ads, once again, 
are models of restrained, informa- 
tive advertising of a public service 
nature. 

So too are the regional ads pre- 
pared for the Bliley Funeral Homes 
by the Cabell Eanes Advertising 
Agency of Richmond. The ads were 
planned around old prints and the 
copy was slanted toward the “her- 
itage” of Virginia’s past. The agen- 
cy has also prepared a_ special 
“tour map” showing Virginia’s Civ- 
il War points of interest. 


The Louisville and Nashville 
Railroad distributes a free booklet 
on the “Great Locomotive Chase” 
— the Civil War incident in which 
Union troops attempted to burn the 
bridges between Atlanta and Chat- 
tanooga. L&N tracks follow the 
route so the booklet is a logical and 
useful aid for tourists and countless 
school children. Advertising Man- 
ager Julian James reports that the 
railroad will also participate in 
some of the Centennial events and, 
as a starter, has taken a full-page 
ad in a “Commemorative” issue of 
the Louisville Courier-Journal. 


> The Atlanta Transit Co. is one of 
the first firms to back a film made 
expressly for the Centennial. The 
half-hour color film was used first 
on television, is now made avail- 
able to area school, church and civ- 
ic groups. Showing a single incident 
from the battle for Atlanta and 
mixing live action (shot on loca- 
tion at a place near the real battle 
site) with close-ups from Atlanta’s 
famed Cyclorama painting, the film 
is in constant demand by program 
committees. 

Robert Sommerville, president of 
the Atlanta Transit System, points 
out that measuring the effectiveness 
of such a film is difficult but that 
it helps identify the company with 
the community. He says “There is 
definite prestige value in it for us. 
There is no doubt but that use of 
the film is helping us.” The com- 
pany, incidentally, takes only name 
credit on the film’s title. 


> Typical of the many local events 
is the one planned for Milledgeville, 
Georgia. This small city expects a 
great influx of visitors for its pag- 
eant and tour of ante-bellum homes. 
An expected hundred thousand out- 
of-towners will press into Milledge- 
ville and pick up a copy of the 
printed program the Chamber of 
Commerce is working on. Ad space? 
Of course, and some cigaret and 
oil companies are already picking 
space alongside of the local mer- 
chant ads. 

In addition to printed programs, 
there will be various booklets avail- 
able for overprinting. Tennessee, for 
example, has a small guide to state 
Civil War sites. The back cover and 
several inside pages are open for 
advertisements of a “dignified na- 
ture.” The plan is designed to help 
distribute the booklet as widely as 
possible so costs are nominal. So far 
a major motel chain and several 
banks are interested in the pro- 
posal. 


> Some advertising departments that 
have looked into the Civil War 





PLANS 
COMPLETE? 


Then plan your Campaign 
with the finest team of au- 
thorities on the subject of 
Civil War History in combi- 
nation with “CREATIVE 
MERCHANDISING.” 


Ralph G. Newman, author 
and founder of the famous 
CIVIL WAR ROUNDTA- 
BLE, historian and nation- 
ally syndicated columnist, in 
cooperation with... 


Creative Merchandisers Inc., 
have prepared and readied 
Authentic and Historical 
Merchandising Programs 
especially planned material 
from give aways to self liqui- 
dators .. . kits . . . public 
relations tools . . . traffic 
builders, Adv. consulting. 

Producers of the nationally 
acclaimed Civil War Centen- 
nial Map . . . and Broadside 
collection in cooperation with 
the Civil War Centennial 
Commission, Washington, 


A unique opportunity to com- 
bine public interest and public 
service with effective sales ap- 
peal. 

Wire, write or phone for fact 
sheet and folder for a “once 
in a hundred years” oppor- 
tunity. 


GTi atGie tibia om Le 
154 E. Erie + Chicago 11, Ill. 
alm Kya! 
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theme idea have rejected it. One of 
these, surprisingly, is the Atlanta 
based Coca-Cola Co. Pointing out 
that it distributes its product inter- 
nationally, a Coca-Cola spokesman 
said that “even our national adver- 
tising will make no reference to the 
Centennial.” 

Another company that is not 
planning to use the theme in its 
advertising is the Southern Co., 
parent organization for a group of 
power companies. Some of the sub- 
sidiary companies, however, are 
working with local groups when 
“called on to help.” The Georgia 
Power Co. is one of these; it spon- 
sors a weekly television program 
and will use it to help publicize the 
state Commission’s calendar of 
events. 

One of the reasons the Civil War 
Centennial seems smaller than it 
really is, is that each state group 
tends to go off in its own direction. 
It is difficult for an advertiser to 
put his finger on all the various 
phases that might interest him. 
Then, too, some of the state groups 
are staffed by non-professionals — 
people without promotional or ad- 
vertising experience. These people 
simply don’t know what can be 
done in the way of “tie-in” cam- 
paigns. 

A few of the state Commissions 
are functioning in name only and a 
couple have become embroiled in 
local politics. But those state groups 
listed here — and quite a few 
smaller ones — are staffed by com- 
petent people who are aware of 
what outside business assistance can 
do to help them promote their state. 
Conversely, these are the groups to 
contact to help you build an effec- 
tive campaign for your product or 
service. 


>’ Copywriters and art directors 
should have a heyday with the 
theme. There is no shortage of re- 
search material and undoubtedly 


Taking advantage of the fact that Ansco is the lineal de- 
scendent of the business founded by Edward Anthony, which 
was the prime source of photographic supplies used by Mathew 
Brady during the Civil War, Ansco has restored and outfitted 
the famous photographic wagon and buggy, wet plate equip- 
ment and all. The rig is being made available by Ansco, Bing- 
hamton, N. Y., for special community occasions. 


hundreds of old pictures have not 
seen print for nearly a hundred 
years and are just waiting to be 
“discovered.” Generally copyrights 
have run out on most of the mate- 
rial but a careful check with the 
source would do no harm and might 
save embarrassment. 

Here are some pointers in writing 
Civil War oriented copy that it 
might be well to review before you 
find yourself tied up with emotions 
that still run strong. Popular legend 
and actual fact are often at variance 
in American history. Billy the Kid, 
a delinquent with a _ six-gun, is 
somewhat of a hero. The law-abid- 
ing sheriff who finally shot him is 
the villian. And so it goes with some 
of the Civil War legends. 

You want your copy to stay in 
the middle; hugging tightly to the 
“facts” in the legends. After all, 
you want to make customers, not 
partisans. Remember: Everyone 
who fought was brave and loyal. 


CIVIL WAR CENTENNIAL IDEAS 
TIE-IN YOUR ADVERTISING AND PROMOTION 


Authentic illustrative material and the finest Collec- 
tion of Genuine Civil War Historical Items available for 
advertising and promotion tie-ins 


Everything for artwork and window displays, tailored 


to your needs. 


Experienced Advisory Service 


For further details, write outlining your particular 


requirements. 


NORM FLAYDERMAN ANTIQUE ARMS 


GREENWICH, CONN. 
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Phone: TOwnsend 9.4242 


e Respectability .. . Tie your copy 
to a particularly dramatic event. If 
your ad gets the endorsement of 
one of the Centennial Commission 
groups, so much the better. 


e Authenticity Dates, places 
and “who” must be historically ac- 
curate. Thousands of Civil War 
buffs are waiting to pounce on the 
slightest misplacement of an army 
corps (This is different from legend- 
ary “fact” — ie. everyone was 
brave and loyal). 


e Better not to mention . . . There 
are some touchy points that could 
get you into trouble. The South 
might have won the war if they had 
followed through at Gettysburg 
(Whataya selling, dis-Union?); 
Lincoln almost lost the election be- 
cause of dissatisfaction with the 
War’s progress. (Don’t like our 
greatest president, eh?) And sup- 
pose Jeff Davis was a _ bungling 
politician and Sherman one of our 
greatest generals ever. (Dam- 
yankee!!) You see the trouble such 
copy lines could bring you. 


e Sacred cows . . . Some topics are 
always “safe.” For example, both 
sides fought with honor. General 
Lee is the epitome of the Southern 
Gentleman. Lincoln is noble and 
just; Grant daring and forceful. 
Gettysburg was the emotional high 
tide and Appomattox the climax. 
Cavalry is dashing and cavalier. 
These are pretty much like mother- 
hood and the sanctity of marriage: 
as long as you are for them as they 
stand you are all right. 


>» Advertisers, both big and small, 
local and national, are studying the 





NEED 
PLASTICS ? 


Dial your nearest 


~ AUTHORIZED 
PLEXIGLAS 
DISTRIBUTOR 


for complete service on PLEXIGLAS® acrylic plastic sheets— 
clear, colored, patterned, corrugated—and other plastic 
materials . . . technical and fabrication information . . . prompt 
delivery. Your nearest Authorized PLEXIGLAS Distributor 
is your best source of service on plastics. 


ROHM " 
HAAS 


PHILADELPHIA S, PA. 


In Canada: Rohm & Haas Co, of Canada, Lid., West Hill, Ontario 


Authorized Distributors are listed 
under Ptexictas in the Plastics 
section of classified directories in 
the following cities: 


AKRON, Ohio 

ALBANY, New York 
ATLANTA, Georgia 
BALTIMORE, Maryland 
BIRMINGHAM, Alabama 
BOSTON, Massachusetts 
BRIDGEPORT, Connecticut 
BUFFALO, New York 
CHARLOTTE, North Carolina 
CHICAGO, Illinois 
CINCINNATI, Ohio 
CLEVELAND, Ohio 

DALLAS, Texas 

DAYTON, Ohio 

DENVER, Colorado 

DES MOINES, lowa 
DETROIT, Michigan 

FORT WAYNE, Indiana 

FORT WORTH, Texas 
GREENSBORO, North Carolina 


-HARRISBURG, Pennsylvania 


HARTFORD, Connecticut 
HOUSTON, Texas 
INDIANAPOLIS, Indiana 
JERSEY CITY, New Jersey 
KANSAS CITY, Missouri 
LITTLE ROCK, Arkansas 
LOS ANGELES, California 
LOUISVILLE, Kentucky 
MEMPHIS, Tennessee 
MIAMI, Florida 
MILWAUKEE, Wisconsin 
MINNEAPOLIS, Minnesota 
NASHVILLE, Tennessee 
NEWARK, New Jersey 

NEW HAVEN, Connecticut 
NEW ORLEANS, Louisiana 
NEW YORK, New York 
NORFOLK, Virginia 
OAKLAND, California 
OKLAHOMA CITY, Oklahoma 
OMAHA, Nebraska 
PHILADELPHIA, Pennsylvania 
PHOENIX, Arizona 
PITTSBURGH, Pennsylvania 
PORTLAND, Oregon 
PROVIDENCE, Rhode Island 
RICHMOND, Virginia 
ROCHESTER, New York 
SACRAMENTO, California 
SALT LAKE CITY, Utah 

SAN ANTONIO, Texas 

SAN DIEGO, California 

SAN FRANCISCO, California 
SEATTLE, Washington 
SHREVEPORT, Louisiana 
SOUTH BEND, Indiana 
STAMFORD, Connecticut 
ST. LOUIS, Missouri 

ST. PAUL, Minnesota 
SYRACUSE, New York 
TAMPA, Florida 

TRENTON, New Jersey 
TULSA, Oklahoma 
WASHINGTON, D. C. 
WATERBURY, Connecticut 
WICHITA, Kansas 
WILMINGTON, Delaware 
WINSTON-SALEM, North Carolina 
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Civil War 
Money : Posters 


Documents 
Letters 


Antiqued Reproductions 
on Parchment Paper. 
Unusual, treasured replicas. 
They Look OLD and FEEL OLD! 


Give-Aways 
Self-Liquidators 
Inexpensive 


Send for bulletin of ideas 


and list of 
CIVIL WAR MATERIAL 


WRITE NOW 


HISTORICAL 
DOCUMENTS CO. 


DEPT. A 8 NORTH PRESTON STREET 
PHILADELPHIA 4, PA. 





CIVIL WAR BULLSEYE! 


That's what you bit with an ad in 
CIVIL WAR TIMES, the only popu- 
lar magazine devoted to THE War. 
CIVIL WAR TIMES offers a high in- 
come, well-educated audience of ardent 
history “buffs.” Published 10 times a 
year in Gettysburg, Pa. For rate card, 
other information, write to: 


Adv. Dept., Civil War Times, 
Box 1861, Mechanicsburg, Pa. 


CIMMICK MAIL'NGS 
<3) pa rte! ee cc se 


HQ. 305 7th Ave in; 
Re 


Kae aera eS 
CIVIL WAR CENTENNIAL 
FREE FOLDER | * Flags * Caps * Money 

ON REQUEST * Many Other Materials 


ORGANIZATION SERVICES, INC. 
8259 Livernois, Detroit 4, Mich. TE 4-9020 
ke a a RRR EH 


Plaques & Trophies 


in ar for April 
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CHECKLIST FOR INFORMATION 
ART AND DATA 
This is only a partial list of National and State groups that can offer 


assistance in planning an ad campaign around the Civil War Centennial. 
Policies on credit lines and fees, if any, vary from group to group. 


U.S. Civil War Commission, Washington, 
D. C. General U.S. Grant III, Chairman 
(Coordinates all state plans and ob- 
servances) 

National Park Service, U. S. Department of 
Interior, Washington, D. C. (Administers 
all the National Battlefield Parks and 
Monuments) 

U.S. Government Printing Office, Washing 
ton, D.C. (Publishes “fact’’ pamphlets 
and the “historical handbook” 
dealing with Civil War topics) 

Library of Congress, Department of Arch- 
ives and Historical Documents, Wash- 
ington, D. C. (Old photos and engravings 

- cost of a search and copies nominal) 

Virginia Civil War Commission, 914 Capitol 
Street, Richmond, Mr. James Geary, Ex- 
ecutive Director (State has the largest 
budget to work with. Open to sugges- 


series 


tions for participation in events or ex- 
hibits.) 


many facets the four year Centen- 
nial presents. Commercial proposi- 
tions are not only welcomed, but 
are being encouraged. Those com- 
panies that can logically tie their 
products to the Civil War theme 
will ride a high tide of public in- 
terest and enthusiasm. 

By the same token, any far- 
fetched association or tendency to 
“capitalize on the War” will create 
far more animosity than goodwill. 
This is not a “hard sell” topic and 
to use it as such in your advertising 
would surely bring a deluge of 
criticism. 

Your strategy sessions with your 
aide-de-camps from the advertising 
agency will help you decide the 
matter. Participation in any of the 
general fields open to you should 
be the result of careful pro and con 
thinking. 

And if you do decide to join up, 
remember: Everyone fought with 
honor and was brave. 44 


Marvic Kit Helps Those 
Better Mousetrap Blues 


So you can’t build a better mouse- 
trap? Relax! You can still enjoy 
life with a new kit for non-doers in- 
troduced by Marvic Advertising 
Corp., Brooklyn. 

Called the “Widget Kit,” the 
package is specifically designed to 
ease inferiority pangs suffered by 
those who never built anything pre- 


Tennessee Civil War Commission, Sicate Li- 
brary & Archives Building, Nashville. 
Mr. Campbell H. Brown, Executive Di- ¢ 

(Offers guide book for 

cated’ use 


rector. “syndi- > 

welcomes participation) 2 

Georgia Civil War Commission, State Ca; 
itol Building, Atlanta. Mr. Rowland Smith, 
Executive Director. (State is ‘receptive’ 
and will aid advertisers in using Geor 
gia’s Civil War history) 


Practically every state has some deposi- 
tory for old prints and photographs. Usu- 
ally it is the Historical Society but often 
Chambers of Commerce can direct you to 
the proper source. These are just a few. 
The following are of special importance: 
United Daughters of the Confederacy, Rich- 
mon, Va. Atlanta Historical Society, At- 
lanta, Ga. Georgia Historical Commission, 
Atlanta, Ga. Department of Archives, Nash- 
ville, Tenn. 
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viously . . . but thought about it a 
lot. 

With the Widget Kit the be-er 
immediately becomes a do-er able 
to produce a Widget, a Boppler, or 
even a Finster. 

The directions in the Widget kit 
are given in clear-cut incoherence: 

“To Make Widgets — While hold- 
ing paper disc in the left hand, in- 
sert nail in eyelet between hours 
of 9 and 11 a.m. (at all other times, 
do not use eyelet, but screw) and 
lock securely in place with ordinary 
fish glue. 

“Pound entire unit into dining- 
room table. Next, wedge one tooth- 
pick into center dividing line of 
table, loop rubber band over tooth- 
pick and nail until taut. Strum a 
tune on rubber band .. .” 

The kit also includes directions 
for bopples and finsters plus tips 
on kidgets, frannistans and gorgels 

.. eh? 

+ for more details circle 326, page 131 


giving you a big premium order, 





MILLS AT CLOQUET AND BRAINERD, MINNESOTA 
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orthwest pedigreed papers 


ALWAYS MAKE GOOD PRINTING BETTER 





NORTHWEST PEDIGREED PAPERS 


PRINTING AND 
WRITING PAPERS 
Carlton Bond 
Carlton Duplicator 
Carlton Ledger 
Carlton Mimeograph 
Carlton Offset 
Map Bond 
Mountie Book 
Mountie E. F. Label 
Mountie E. F. Litho Label 
Mountie Eggshell Book 
Mountie Offset: 
Regular 
Antique Wove 
Embossed 
Mountie Text 
Non-Fading Poster 
Norfax Print Paper 
North Star Offset 
North Star Writing 
Northwest Bond 
Northwest Duplicator 
Northwest Index Bristol 
Northwest Ledger 
Northwest Mimeo Bond 
Northwest Mimeoset 
Northwest Post Card 
Northwest Velopaque Cover: 
Regular 
Embossed 
Northwest Velopaque Text: 
Regular 
Embossed 
Ranger Offset 
Tri-Purpose Paper 
Web Offset 
Wonderwhite Cover 
Regular 
Embossed 
Wonderwhite Text: 
Regular 
Embossed 
ENVELOPE PAPERS 
Carlton Nortex Ivory 
Mountie Nortex White 
Nortex Buff Northwest 
Nortex Gray Ranger 
OTHER CONVERTING PAPERS 
Coating Raw Stock Lining 
Drawing Papeteries 
Greeting Card Register 
Gumming Tablet 


orthwest Paper Company 


MILLS AT CLOQUET AND BRAINERD, MINNESOTA 


SALES OFFICES 
Chicago 6, 20 North Wacker Drive ° St. Louis 3, Shell Building 


Minneapolis 2, Foshay Tower . New York 17, 420 Lexington Avenue 


Lithographed upon Pinseal Embossed MOUNTIE OFFSET 25x38—80 Pound Basis. 


Northwest embossed papers are available in any size for any press 





FOR ATTRACTING MORE CUSTOMERS 
TO YOUR STATION 





Here’s how a petroleum re- 
finer developed a program 
that could be used by the 
bigger service stations, but 
had enough to help begin- 
ners take the first step. 


By Thea K. Flaum 
AR Editorial Assistant 


The man who runs the service 
station on the corner stands with 
one foot in auto mechanics and the 
other in business management. With 
one hand he pumps gasoline; with 
the other, he counts weekly receipts 
for what is often a very profitable 
business. In theory, he is an inde- 
pendent business man; in fact, he is 
very closely tied to the fortunes of 
his franchising oil company. He is 
both employer and employe, doing 
“white-collar” executive duties in a 
pair of greasy coveralls. 

This hybrid character, standing, as 
he does, midway between oil com- 
pany big business and his own inde- 
pendent small business, presents a 
peculiar problem to the advertising 
department of his franchising oil 
company. The dealers are not a 
homogeneous group, and the promo- 
tion that is geared to bring sales to 


How to Help 


Dealers Grow 


the big 12-pump operation on a Dal- 
las main street, will do little for the 
man in Thermopolis, Wyoming. It’s 
the old dealer-distributor problem 
again, this time with a few added 
headaches. 


> The advertising department of 
Shamrock Oil and Gas Corp., Ama- 
rillo, Tex., ran headlong into this 
problem six months after offering 
sales promotion help to its 700 deal- 
ers in the Southwest and Rocky 
Mountain area. They were swamped 
with requests to set up promotion 
programs, so many in fact, that they 
were seriously interfering with their 
regular work. 

Shamrock’s solution, a kit of pro- 


Specialty Offer A 
spread from the 
Shamrock list of 
available  special- 
ties is devoted to 
items for children. 


motional materials, is not in itself 
unusual. At one time or another, 
nearly every oil company has sent 
promotion kits to its dealers. The 
main virtue of the Shamrock kit lies 
in its flexibility. Further, it is totally 
practical, easy to use, and fairly 
complete. It solves the problem of 
serving many masters—with almost 
as many different requirements—all 
at once. 


> The kit was produced through the 
combined efforts of the advertising 
department, headed by C. R. Bowen, 
and Kent Kiker, whose sales train- 
ing department members act as the 
liaison between dealer and company. 
The sales reps have the responsibil- 
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This is the place 


. where you can get facts on how 
your company can merchandise 
your products profitably through 
premiums & incentive merchandise 


The place 
28th annual 


National Premium 
Buyers Exposition 


hub of the premium and 
incentive merchandising industry 


The location: NAVY PIER © CHICAGO 
The dates: April 10-11-12-13, 196] 


You must attend! Mark your calendar 


now and make your advance plans. 


Those interested in attending NPBE should write 


A.B. COFFMAN ASSOCIATES 


Exposition Managers 


28 East Jackson Bivd. 
Chicago 4, Illinois 
Phone: WEbster 9-0980 


NPBE Is under the auspices of the 
Premium Advertising Association of America, Inc. 


eTUNE COOKIE 


EQ iN yOUR FUTURE 


The Message 
that Counts 
for the Client 
that Counts 


FORTUNE COOKIES 


from 


LOTUS 


Home of Tasteful Promotions 


436 Pacific YUKON 2-3194 
San Francisco 
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Deav Mr.and Mas, Smith, 


Simple Copy To 
help dealers who 
are not at home 
with words and 
printing, the cata- ee 4 . 
log includes sample I’m bas 
postcards, copy and 
all, with the impli- 
cation that hand- 
written copies will 
do the job 


ity of following-up. Shamrock’s 
agency, McCormick Co., also lent a 
hand. 

It was assembled with several 
basic requirements clearly in mind. 
Most important: it must be flexible 
enough to adapt to both Dallas and 
Dry Gulch. It had to be simple and 
painless to use, requiring little time 
and effort. Finally, all the material 
to be included was grounded in the 
hard-headed realization that what 
brings a motorist in is not so much 
a fondness for Shamrock products, 
but that he likes the service at 
Jerry’s Shamrock station, and fur- 
ther, knows and likes Jerry himself. 


> Introduction to dealers was made 
through letters from Mr. Bowen and 
Mr. Kiker, and with much fanfare in 
Shamrock’s dealer publication Sta- 
tion to Station. All hit hard on the 
booklet called “How to Use Your 
Promotion Kit” that is included with 
the package and which offers good 
counsel on how to select media, and 
how to use the material for each in- 
cluded in the kit. Because they are 
so variable, approximate costs for 
campaigns were not included, and 
the only rule-of-thumb suggested 
for setting individual advertising 
budgets was $2 per 1,000 gallons 
volume. 


> Included in the kit were: 


® sample direct mail letters 

® sample direct mail promotion 
pieces 

® scripts for radio spots 

® newspaper advertisement 
and proofs 

® sample handbills 
e “Dealer Aids” 

printed specialties 

® information and samples for con- 
ducting a personal solicitation pro- 
gram 


mats 


catalog of im- 


The eight sample direct mail let- 
ters cover a multitude of situations 
and can be used either as written, 
or with little change. Most of the 
letters are couched in a pleasant, 
rather folksy tone. There are one- 
shot letters written for the newly- 
opened neighborhood station, for the 
dealer who has just changed to 


T jush dant 
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ersona/ visit, 
Tight Now, A man dan Kee 
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Shamrock, and to just plain drum 
up interest. In all cases, the empha- 
sis is on service as much as on 
Shamrock—“understanding cars and 
drivers is important in this busi- 
Wes. 

Some of the samples are specifical- 
ly for highway and “truck-stop” 
stations, and there is a two-letter 
series for credit card promotions. A 
sample of the sort of letter that can 
be used to highlight a special offer 
is included, and most of the others 
recommend using stamps, premiums 
or give-aways as added enticements 
for “just stopping by.” The simple 
promotional mailings also include 
sprightly stock art, the Shamrock 
logo, and offer the lure of lollipops, 
double stamps, etc. 


> Both newspaper advertising and 
the sample radio spot announce- 
ments are tailored for the dealer in 
a small town. Obviously, such media 
are too wasteful and too expensive 
for a dealer in a large city. Never- 
theless, since 75% of Shamrock 
dealers are located in towns of less 
than 100,000, including these media 
made good sense. The four 10-sec- 
ond spots, and the two 30-second 
commercials are straightforward and 
hard-sell. 

Newspaper advertising that had 
already been prepared professional- 
ly by Shamrock’s agency for other 
purposes was sent along with the 
kit. Several mats were included, 
and proofs of others which were 
available from Shamrock. Any of 
the ads can be run separately, or 
all can be combined to make a 
series. Unfortunately, other than the 
Shamrock logo, a series of adver- 
tisements would have no other uni- 
fying theme. This is the price one 
pays for flexibility; however, as it is 
unlikely that any one dealer would 
wish to conduct a full-scale news- 
paper campaign, lack of continuity 
is not a serious disadvantage. 


> Good public relations exemplifies 
all of the many handbills, with the 
one that starts “Hi! Did you notice! 
Your windshield has been cleaned!” 
being among the best. Devices cal- 





culated to make one-stop drivers 
into “regulars”—a “steady customer 
bonus card,” several self-liquidating 
premium offers—are also advised. 

The “Dealer Aids” specialty cata- 
log, which was initiated in 1951, has 
a new edition in this package. Sham- 
rock prints its own 12-page catalog, 
and Western Specialty Advertising 
Co., Amarillo, co-ordinates it with 
them. 

Dealer imprints can be secured 
for a wide range of specialty items. 
1000 packs of Beechies candy coated 
gum, with Shamrock imprint, cost 
only $8.50. For the man with a big- 
ger budget, and more expensive 
tastes, a machine may be rented 
which cuts 18-kt gold-plated extra 
keys for customers’ cars. Top of the 
key is imprinted, and can even 
carry the customer’s initial. Cost is 
70¢ per key for lots of 50, plus ma- 
chine rental. 

Sewing kits, first aid boxes, and 
the ubiquitous cigaret lighters and 
ball-point pens are also available. 
Major sources for the catalog are 
Columbia Match Co., Cleveland; Al- 
exander Mfg., Lexington, Ill; L. J. 
Baker Specialty Co., Des Moines, 
Iowa. 


> Personal solicitation, or the art of 
ingratiating oneself, is basic to all 
selling. That mention of it is in- 
cluded in this kit is not unusual. 
What is surprising is the very heavy 
emphasis placed upon it in both the 
“how to” booklet, by salesmen in 
their follow-up, and in subsequent 
dealer publications. 

Actual in-person calls on the 
housewife require a lot of time, more 
time, perhaps, than the dealer of an 
average (four-man) Shamrock sta- 
tion has to spare. Several little 
speeches are provided for intrepid 
souls. Armed with prepared spiel, a 
bright “Good Morning,” and a give- 


away or premium offer, it is prob- 


able that an enterprising dealer can | 


make a lot of friends (i.e. custom- 
ers) this way. Follow-up postcards, 


which politely suggest a “return | 


call” and a “sorry-we-missed-you” 
handbill are urged, too. 


Lacking time for a door-to-door | 


selling job, a hand-written postcard 
(three samples provided) 
next best thing. A personal solicita- 
tion campaign is never-ending and 
Shamrock also suggests making 
friends on a_ catch-as-catch-can 
basis through membership in local 
civic organizations, or even over 
coffee at the corner drugstore. 


> How many personal 
programs have been initiated is, of 
course, impossible to determine. And 
Shamrock can never be sure how 
many direct mail or p.r. handbill 
promotions were used, as most deal- 
ers now have them printed locally. 
However, since sales representatives 
are trained to gently but firmly prod 
dealers into sales promotion efforts, 


and to offer aid and comfort once | 
one takes the plunge, their reports | 


provide some barometer for measur- 
ing the success of the venture: 


® Dealer reception has been good. | 


© A good measure of the overload 
has been taken off the advertising 


department, although they still help | 


with some individual promotions. 


@ With the clear cut elementary in- 
formation as to how to go about 
sales promotion now on hand, many 
dealers are now getting into it for 
the first time. 


@ About 100 ads have been run us- 
ing the mats shown in the kit. 


@ The specialties, which must be 
ordered through the company, have 
been used a bit less this year. How- 
ever, premiums and self-liquidators 
have increased—a fact which may 
be directly attributed to the empha- 
sis on them in the promotion kit. 


> In this case, final success is a dif- 
ficult thing to measure, even by the 
old dollars-and-cents standard. The 
effect of many a promotion might 


show up in increased profits for the | 


car wash and spareparts depart- 
ments, and not necessarily in more 
gasoline sales. Nevertheless, how- 


ever indirectly, in the end Shamrock | 
cannot help but gain from any pro- | 
motional effort that increases a deal- | 


er’s business. 
What’s more, 
sive proposition all around. All sam- 


ples had been used in previous pro- | 


motions set up by the advertising 
department. In many cases, the 
plates used on their 1250 Multilith 


were still available. As the promo- 


is the 


solicitation 


THREE CLIP BOOKS — 32 


“Crowds” 





it was an inexpen- | 


ACCEPT THIS 


typical monthly issue of the 


CLIP BOOK 
OF LINE ART 


as a Bonus Gift along with 
a Trial Subscription 


<u Soon OF LINE AeT 
. oe S 
— Sginae » 
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CLIP BOOK OF LINE ART 


one-side 
5x8” pages—20 ready-to-paste proofs of 
“Sales” situations—14 art proofs of 
walking, cheering, etc. — 18 
“Announcers,” newsboys, town criers. 


EASY! CLIP & PASTE 


these art proofs just like type proofs! 
Qnality art improves low-budget paste- 
ups. Saves time and money in the bar- 
gain! Three brand new “Clip Books”— 
32 “Kromekote” pages with dozens 
of line drawings—released every month. 
Realistic, light humor, stylized, decora- 
tive art for offset, letterpress, silk screen 
printing. Also three 5x8 card indexes 
and 16-page “how-to” booklet each 
month. Only pennies a day—no extra 
reproduction fees. Typical issue, above, 
yours as a gift when you subscribe. 
Cancel anytime. Or return everything 
after 10-day examination without cost. 


ae 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 1, NEW JERSEY 


Enter our subscription to the “Clip Book of 
Line Art” starting with the current monthly 
issue—and send us Sales, Crowds and An- 
nouncing as our bonus gift. | understand 
that we may stop service at any time, just 
by notifying you. Or that we may return 
everything within 10 days without cost or 
obligation. 


(] BILL QUARTERLY @ 
(] ANNUALLY @ 


$23.85 
) $71.40 


Please sign your name above, clip and attach to 
purchase order, letterhead or business card. 
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tion kit progressed, they simply ex- 
tended the runs on the promotion 
pieces to take care of the kit. 

No single promotion could cost the 
dealer very much either; the format 
was kept simple, mats were avail- 
able, and expenses for local print- 
ing and artwork were not high. 


> Shamrock doesn’t plan another kit 
for 1961; it isn’t necessary. The ma- 
terial included is so flexible and 
straightforward that it is virtually 
impossible for it to become dated. 
The kit is fairly complete—samples 
and ideas for every medium that a 
dealer is likely to employ are pro- 
vided. He can reproduce them ex- 
actly, as many have done, or use 
them as a springboard for his own 
promotional ideas. 

Thus, the independent dealer re- 
tains his position. Shamrock is get- 
ting more promotion from its deal- 
ers, and has relieved its ad depart- 
ment of some chores. Everybody’s 
happy. And if there is any sales 
promotion lesson to be learned from 
all of this, it’s merely that campaigns 
long on practicality and flexibility, 
with a good strong follow-up behind 
them, can take a bewildering set of 
problems and make the answer seem 
simple. 44 


Practical Premiums. . . 


Office Crowd Gets 
Premium Attention 


If you’re looking for a premium or 
specialty idea that will appeal to the 
office or student group, there are 
plenty of interesting ones on the 
market. Consider the following, 
some new, and some old stand-bys: 


Plastic 
Zip-Clip 


A plastic paper clip 
with room for ad- 
vertising imprint 
has been introduced by Ideas Un- 
limited, Saginaw, Mich. 

The unit is available in white, 
black or red Styron plastic and can 
be imprinted in any of those colors 
plus gold. Space provides room for 
imprinting 3 lines (24 letterspaces 
per line) of 8 pt. type or similarly- 
sized trademarks, logos, etc. 

In addition to paper clipping ap- 
plications, Zip-Clips can be used for 
file folders, reports, pockets, ties, 
etc. 

. for more details circle 327, page 131 


Vinyl 
Portfolios 


All-vinyl portfoli- 
os, heavily grained 
to look like real 
leather, have been developed by 
Rimar Mfg. Co., New York. 
Available in two styles, one case 
measures 16x11x2%” with a 2%” 
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Portfolio Case . . . Distinctive vinyl case 
is heavily grained to resemble leather, 
designed with tuck lock. Retails, $1.69, 
from Rimar Mfg. Co., New York. 


gusset, tuck lock and extra inside 
pocket, fully lined. Retail price, 
$1.69. 

A double-zippered style with all- 
round piping and extra zippere? 
compartment, measures 15x12x14”; 
retails for $1.98. 

Complete information on _ both 
units is available from Rimar Mfg. 
Co., 60 W. 15th St., N. Y. 


Ever Ready 
Calendars 


A variety of desk 
calendars with 
plenty of space for 
addresses, notes, etc. on each daily 
page is shown in a new catalog from 
Ever Ready Calendar Mfg. Co., Jer- 
sey City, NJ. 

A variety of colors is available in 
the calendar bases and ad imprint 
can be ordered on etched, gold- 
stamped, curved-pencil, or  en- 
graved binding plates. 

- for more details circle 328, page 131 


Stamp An attractive de- 
Teller vice which incor- 

porates a_ postal 
scale, letter opener and magnifier all 
in one unit has been introduced in 
the Waterbury line. 

The unit is made of DuPont Lu- 
cite and can be ordered with 3 lines 
of copy hot-stamped in red on the 
knife blade. It measures 1034” and is 
able to weigh letters under 3 
ounces in weight. 

Prices range from $2.95 %o $2.50 
each, depending upon quantity of 
order. 

The name of a nearby specialty 
distributor who handles this line is 
available. 

- for more details circle 329, page 131 


Personalized Bib Specialty 
Makes Good Family Item 


Personalized “Parti-Bibs” for spe- 
cial occasions have been introduced 
as a new specialty with sure appeal 
to American families. 

Parti-Bibs are approximately 23x 
14” in size on polyethylene-coated 


paper which is stain and moisture 
resistant. They are available in a 
variety of designs including home 
barbecueing and holiday themes. 
Each Parti-Bib is personalized with 
the recipient’s last name across the 
front, making them applicable for 
home entertaining. 

The pricing schedule is based on 
a minimum order of 250 bibs in 
order to obtain the quantity price 
of $1.35 per dozen, postpaid. No 
larger quantity prices are available. 

Each dozen Parti-Bibs, person- 
alized with one name, are mailed 
packed in a mailing tube. The tube 
can be imprinted with an ad mes- 
sage. 

Additional details are available 

- for more details circle 330, page 131 


Specialty Calendar Idea 
Shows Creative Flair 


A good example of creative think- 
ing in specialty planning can be 
seen in the world legal holiday 
calendar produced by Emery Air 
Freight Corp. 

King-sized, the calendar is simply 
designed with a heavy emphasis on 
practicality by showing shippers the 
days customs offices are closed in 
a variety of countries. National in- 
signia of major  export-import 
countries’ are printed beside the 
date of the country’s legal holidays. 
These holidays are printed in red 
for quick identification in schedul- 
ing shipments so as to avoid their 
arriving on “closed-office” days. At- 
tached to each calendar is a holiday 
listing by countries. 

Copies of the world legal holiday 
calendar can be obtained — while 
the supply lasts — from Emery Air 
Freight Corp., General Sales Dept., 
801 Second Av., New York. 44 


Dealer Incentive Plan 
Has Checkbook Lure 


A novel incentive plan featuring 
a “Write Your Own Check” idea 
has resulted in a 26% increase in 
dealers handling Phono Trix port- 
able tape recorders, according to the 
importer, Matthew Stuart & Co. 

The distrubtors of Phono Trix 
tape recorders participating in the 
bonus program received one check- 
book to give to each salesman. As 
the distributor saleman wrote each 
order, he filled out a check payable 
to himself in the amount specified 
in the checkbook. 

Checks were then mailed into the 
company for President Robert Pfef- 
fer’s signature and returned directly 
to the distributor salesman. 

Bonus checks were in amounts 
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book — in fact, the No. 1 hard- Crammed with color pages and ourself. 
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Ring-bound, selling guide to gardening, lawn 
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up to $9 and are awarded for each 
Phono Trix tape recorder sold, 
Phono Trix accessories sold, and 
for each dealer tie-in with national 
advertising. 44 
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Kid Appeal Seen 
In New Premiums 


The real boss of the American 
household, the child, comes in for 
his share of merchandising attention 
via the premium for the young fry. 
Two new novel entries in this area 
are as follows: 


Roebee Parent approved, 
Helmet with a built-in ap- 

peal for kids rang- 
WHO in ALL THE WORLD | ing from toddlers to teen-agers, is 


the helmet from Roebee Industries 


° Y ° Inc. 
is FIRST with i Available in a wide range of colors 
| and styled for any number of imag- 
Photographic | inative games, the Roebee helmet is 
both cool ard lightweight. Sponge 
typesetting machines? | vubber supports at temples and 
crown give shock-absorbing protec- 
tion, bringing an added safety fac- 
tor to a novel play premium. 
Fotosetter/Warwick typography has prompted us to It can be ordered with ad im- 
put a seventh machine in action. Specialized services for print, trademark insigne, etc. 


book, catalog, label, large-size presentation and monthly Complete information is available 


Ses ; | from Roebee Industries Inc., 2000 
publication needs have been expanded accordingly. | Lee Road, Cleveland 18. 


Warwick, that’s who! Increasing demand for more quality 


Isn’t it high time you took a look at Fotosetter /Warwick 
97S . ‘ < » Pp > 
typography’? Send today for a sample Photo-Repro proof Dieten ee 
and see the difference yourself. Conth-Gun built-in parent ap- 
peal gets Western 
WARWICK TYPOGRAPHERS © _ gun-toters to comb their hair. The 
920 WASHINGTON AVENUE + ST.LOUIS 1,mM0. | “Comb-Gun” from Popular Premi- 
um Products has the look of a real 
gun with a comb on the barrel. It is 
ee ene eee made of durable styrene, measures 
534” long. It is available in an as- 
sortment of colors and can be im- 
printed in lots of 500 or more with 
two lines on the handle. 

Complete information can be ob- 
tained from Popular Premium Prod- 
ucts Inc., 874 Broadway, New York. 
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ADVERTISING AGENCIES 


than any other publication. If you sell advertising services, 
materials and equipment to or through agencies, your ad 
in AR will reach the top in response. : 
Kid Appeal . . . Western comb-gun from 


| Popul P P Inc. 
Advertising Requirements Sar ck aes de eek x 


styled to suit his fancy. 
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CENTENNIAL 
OBSERVANCE 


) 
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AS. Aloe Co. built goodwill with a phonograph rec- 


ord of old songs, and may even make money on it 


By Mildred Weiler 


If you are going to spend money 
to observe an anniversary, do some- 
thing nice for the community. 

That's a rule Martin Quigley, 
senior partner of Fleishman-Hillard 
Inc., St. Louis public relations firm, 
observed with outstanding success 
for A. S. Aloe Co., in developing 
that company’s 100th anniversary 
celebration. 

In unwrapping the details of one 
of the neatest public relations pack- 
ages of the year, Mr. Quigley re- 
emphasized, “Spend your money for 
something the people want, or the 
community needs, and they will be 
thankful and remember you long 
after the anniversary passes.” 

And if he were less modest he 
might also add: “If the idea you 
use is a good one, you might also 
get your original investment back 
plus a little profit.” 


> Although this was not the A. S. 
Aloe Co.’s intention, nor its present 
goal, events that have followed the 
anniversary celebration indicate it 
is a very likely possibility. 

It all began two years before the 
anniversary date, when Howard F. 
Baer, president of A. S. Aloe Co., 
supplier of medical and scientific 
equipment to doctors, hospitals and 
laboratories, and since 1959 a divi- 
sion of the Brunswick Corp., de- 
cided to publicly observe its 100th 
year in business. The traditional 


open-house-dinner party, a book 
about the company history, a sou- 
venir gift, plus flowers for the ladies, 
were all costly and time-worn pro- 
cedures which hold little allure for 
those who participate, and little if 
any value to the company, he rea- 
soned. The Aloe anniversary ob- 
servance must be different, a new 
concept. 

Sometime before this, p.r. man 
Quigley had written a history of 
St. Louis, “A Fond Look Back” for 
the First National Bank in St. Louis 
in observance of its centennial. The 
book was based on the same prem- 
ise of giving to the community 
something it needed and did not 
have. He remembered his research 
had also uncovered stacks of old 
sheet music dated as far back as 
1860. Why not a record of songs 
from 1860 to 1960 to observe the 
Aloe centennial? 

Howard F. Baer took to the idea 
eagerly and agreed it was an idea 
worth exploring and worth the 
effort of cataloging all the music 
for the benefit of the general pub- 
lic. He approved the idea and 
passed it on to Henry J. Scherck, 
vice-president, A. S. Aloe Co., who 
was in charge of the centennial 
celebration. 


> Some 50,000 pieces of sheet music 
were stacked in cartons in the ar- 
chives of the Missouri Historical 
Society. The A. S. Aloe Co. im- 
mediately made a $3,000 grant to 


the society for use in getting the 
sheet music sorted by title and 
cataloged by years. 

As the cataloging neared comple- 
tion three or four months later, Mr. 
Quigley began pulling out songs 
like “Mollie Darling,’ “The Tele- 
phone Girl,” “Captain Jinks,” “The 
Bonnie Blue Flag,’ “Choosing a 
Husband,” “When You and I were 
Young, Maggie,” “Come Home Fa- 
ther,” “Since My Daughter Plays 
on the Typewriter,” and others. All 
during that spring and summer 
guests at the Quigley home came to 
dinner and stayed on into the wee 
hours playing and singing through 
a foot-high stack of old music. 

Finally, with the help of profes- 
sional pianoist and orchestra leader 
Stan Daugherty of St. Louis and 
friends who could sing, they cut a 
tape of 21 songs selected from the 
1860 to 1900 period. Anything after 
1900 would be familiar to everyone, 
they agreed. 


> Exactly one year after the record 
idea had been presented, Howard 
F. Baer and Edwin MacArthur, 
musical director of the St. Louis 
Municipal Opera, listened to the 
tape of the surviving songs and 
pronounced it “terrific.” 

Mr. Baer made one request: the 
record must be musically sound and 
perfect. There was to be no attempt 
to burlesque or kid the old songs. 

Mr. Quigley took the tape to New 
York and made a deal with Epic 
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Records, who pressed 35,000 Ip 
copies for Aloe and the Brunswick 
Corp. at $1 each. Epic also pressed 
its own version and agreed to pay 
Aloe 5% royalty on all commercial 
sales of the record. 

Another $11,000 was added to the 
record cost for musical arrange- 
ments and the services of a 35-piece 
orchestra, baritone soloist Jay Wil- 
loughby, trios, and chorus, and 
services of musical director Edwin 
MacArthur. 

Titled “Remember When,” with a 
subtitle, “An Album of Love Songs 
and Fun Songs,” the record label 
credits read “Epic, a product of 
CBS, produced to commemorate the 
centennial of A. S. Aloe Co.” Blurb 
on the record jacket credits the 
Missouri Historical Society and the 
Aloe grant which made the research 
possible. Martin Quigley is credited 
for conceiving the original idea. 


>In the spring of 1960, the Aloe 
centennial year, the record was pre- 
sented in a four-pronged promo- 
tion: 


1. Premiered at the annual dinner 
meeting of the Missouri Historical 
Society. 


2. Mailed to 7,000 Aloe customers 
from coast to coast. 


3. Presented to employes and friends 
at an opening of a new warehouse. 


4. Distributed to record shops for 
sale commercially across the coun- 
try. 


In choosing the Missouri Histori- 
cal Society’s annual dinner meeting, 
rather than its own company party 
to premiere the record, Aloe not 
only publicly acknowledged the 
Society’s help in making the project 
possible, but reaped considerable 
goodwill and publicity. 

Though guests paid the Society 
$10 a plate, Aloe paid for the enter- 
tainment, consisting of songs done 
by the orchestra and stars of the 
record and illustrated with colored 
slides made from historical illus- 
trations. Each guest also received a 
record. 


> That same week Aloe began mail- 
ing the complimentary record to 
hospital administrators and doctors 
across the country. Each mailing 
bore an A. S. Aloe Co. anniversary 
label, and a brochure which not 
only told how the record was made, 
but also gave the lyrics of each of 
the 21 songs. 

At about the same time Aloe was 
also opening a new warehouse. It 
picked a Sunday to dedicate it with 
an open house for all employes and 
guests. Again, the stars of the rec- 
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record, this special label was printed in 
red and black on a yellow stock. 


ord and an orchestra played and 
sang songs from the record. 


> The entire cost of the anniversary 
project, including the live enter- 
tainment at both events, mailing 
costs, the brochure, the cost of the 
records and the $3,000 grant totals 
about $50,000. 

By last June when the record had 
been on sale commercially only a 
few weeks, 10,000 copies had been 
sold, and this was at a time when 
the record business was said to be 
in a real slump. The record sells 
for $3.95. 

Each time the record is mentioned 
or sold, the A. S. Aloe Co., and its 
100th anniversary reaps publicity it 
hadn’t counted on. Disc jockeys and 
columnists favorably present “Re- 
member When.” Sigmund Spaeth, 
author of many books on music, 
has referred to the record as one 
“he recommends to all lovers of 
musical Americana . . . and that it 
was a wonderful idea for A. S. 
Aloe Co. to celebrate its 100th 
anniversary in this way.” 

Epic expects “Remember When” 
to have a long life and steady sales 
over a two to five year period. If so, 
Aloe’s royalties would really mount 
up. 


> This, however, is a matter that 
does not concern the A. S. Aloe Co. 
“We are not concerned with making 
a profit on the record,” Howard F. 
Baer explained. “The most reward- 
ing thing about the whole idea is that 
it was in such universal good taste 
it is acceptable to business people, 
hospital people and the clergy. It is 
very hard to find any item that ap- 
peals to everyone as this does. It is 


an idea that stays with the recipient 
for a long time.” 

In the files of the A. S. Aloe Co. 
are hundreds of letters from doctors 
and hospital administrators who re- 
fer to the record as not only a 
“generous gift but an inspiring one,” 
“a novel idea that required pains- 
taking effort to accomplish it,” “fine 
way to rekindle old friendships,” 
“fine way to observe an anniver- 
sary,” “a gift we can share with 
others day after day.” 

Many are using the record over 
the hospital P.A. system, for all the 
patients to hear, and one mentioned 
it had a broadcasting system for the 
enjoyment of the town folks and 
were playing the “Remember When 
Record” for that show. 

Hundreds of letters of thanks are 
beginning to come in from schools 
that are now receiving the record 
from Brunswick’s School Equipment 
Division for use in their music 
libraries. Many refer to it as “a 
most generous way to celebrate an 
anniversary and one which will be 
remembered and live for years.” 

Based on the initial sales of the 
record in the first few weeks after 
it had been introduced commer- 
cially, “Remember When” apparent- 
ly will have a long life, and might 
sell 50,000 copies over a three year 
period. 44 


Repeater Projector 
Shows 8mm Pictures 


A new compact repeater projector 
which shows 8mm silent film under 
normal lighting conditions has been 
announced by Technical Service 
Inc., Farmington, Mich. 

According to the company, the 
projector, the Moviematic Jr., will 
run a five-minute picture story 
continuously or at desired intervals. 
Because film ends are spliced to- 
gether, the need to thread or rewind 
is eliminated, the company said. 

Moviematic Jr. is designed to 
show product demonstration films 
on retail counters, at exhibits, or 
in person-to-person presentations 
in offices and homes. 

The projector is priced at $98.50. 
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What are you hunting for? 


Nibroc Offset offers high brightness, good opacity, extraordinary strength and 
unusual dimensional stability. 


Make this Origami Flapping Bird yourself, it’s fun and it’s a good test of Nibroc 
Offset’s strength and stability. You’ll find instructions on the back of this page. 


Cartons, skids and rolls; customary sizes and weights. For samples and complete 
information write or wire Dept. PD, Brown Company, Boston, Massachusetts. 


There’s more life in NIBROC* OFFSET 





The ancient Japanese art of Origami (paper-folding 
has been handed down for generations in the Orient. 
All objects are made by folding square pieces of paper. 
We hope you will try this fascinating art with this piece 
of economical, free-sheet Nibroc Offset. 

If you would like copies of this series sent to you, 
write BROWN COMPANY (Paper Division). 


Another Quality Product of 


BROWN *& COMPANY 


150 Causeway Street, Boston 14, Mass. 
Mills: Berlin and Gorham, N. H. 


Tear out page on perforation and trim area exactly square before folding. 


ORIGAMI INSTRUCTIONS A FLAPPING BIRD 

1. Crease and unfold square of printed paper along all lines as 
shown in Figure 1. (Line A-B should be reverse fold.) 2. Bring 
points A and B together, resulting in folded square. 3. Bend 
under point C and D to center line as shown in Figure 3. Then 
do the same to E and F so that form will appear as shown in 
Figure 4. 4. Take the inside points A and B and fold them out 
ward and upwards as shown in Figure 5. 5. Fold up flaps G and 
H as shown in Figure 6. 6. Fold point B down as shown, do the 
same to point A. 7. Tuck point A into head of bird. 8. Bend down 
wings as shown in Figure 9. 9. Hold breast bone and pull tail 
to make wings flap 
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Movies, Filmstrips Used 
In Same Presentation 


An electronic device that syn- 
chronizes sound motion pictures and 
filmstrips in presentations combin- 
ing both techniques has been intro- 
duced by Carter and Galantin Corp., 
710 W. Jackson Blvd., Chicago. 

The device, called Duo-Pic, has 
been field-tested by the York Divi- 
sion, Borg Warner Corp., as part of 
a sales training program for its air 
conditioning systems. 

While motion picture and film- 
strip projectors have been used 
simultaneously on a wide screen 
before, Duo-Pic is said to be the 


Use of Presentation 
Charts Is Explained 


A folder describing the 800 Pres- 
entation Package of Graphic Insti- 
tute Inc., New York, has been pre- 
pared by that company. 

The folder explains how presen- 
tation charts are used and some of 
the successful results obtained by 
corporate leaders using the charts 
for sales presentations, meetings, 
training programs and legislative 
hearings. 

Copies of the folder are available. 

+ for more details circle 331, page 131 


Harwald Movie-Mate 
Designed for Sales 


An automatic-continuous 16mm 
sound motion picture projector, the 
Movie-Mate, manufactured by the 
Harwald Co. Inc., Evanston, IIL, 
will elimina‘e the delay and distrac- 
tion of getting a room or office 
ready for a showing of a motion 
picture, according to an announce- 
ment of the company. 

The unit is light enough, 23 
pounds, to permit a salesman to 
take it into an office, pre-threaded 


Seeing Double 

A Combination 
Duo-Pic allows two 
processes to be 
used in a single 
presentation 


first means of automatically co- 
ordinating two projectors, thus 
eliminating the need for manual 
control. The timing is precise, and 
no audible signals distract the at- 
tention of the audience. 

Basically, the Duo-Pic consists of 
an interlocking cable which plugs 
into the speaker output of a motion 
picture sound projector at one end, 
and into the circuit of the filmstrip 
advancing mechanism of a projector 
at the other end. A low-frequency, 
subaudible tone signal, cut into the 
sound track of the motion picture 
film and transmitted through the 
cable, activates the advancing mech- 
anism. 44 


and ready to run, to set it on a 
buyer’s desk and, after plugging it 
into the nearest outlet, instantly 
put a picture either on the small 
television type screen mounted on 
the case, or on the office wall. 
The unit, which holds an endless 
loop of up to 400 feet of 16mm film, 
sells for $498 complete with 10’ 
power cord, carrying case and mag- 
azine. 
- for more details circle 332, page 131 


Booklet Tells About 
Special Audience TV 


Over five times more money will 
be spent in 1965 on “special audi- 
ence” television than was spent last 
year, Teletalent Inc., New York 
producing organization, has _ pre- 
dicted. 

The organization said a survey 
showed that the “special audience” 
tv market, growing rapidly since 
1958, should top $35,000,000 in 1965. 
Last year a total of slightly more 
than $7,000,000 was spent on the 
medium. 

“Special audience” tv, as defined 
by Teletalent, is “the use of tele- 
vision to reach select portions of the 


_ You Get Things Done With 
Boardmaster Visual Control 


a OTe 
po 


Gives Graphic Picture of Your Operations— 
Spotiighted by Color 


Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 


Simple to operate — Type or Write on 
Cards, Snap in Grooves 


Ideal for Production, 
Scheduling, Sales, Etc. 


Made of Metal. Compact and Attractive. 
Over 500,090 in Use 


Full price 549° with cards 


24-PAGE BOOKLET NO. R-200 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


Yanceyville, North Carolina 


Traffic, Inventory, 


Presentation Panels 
12-page bulletin board for 


® Planning sessions 
@ Sales meetings 
@ Employee training 


Panels swing “‘like pages in a giant book’ 
providing many times the display space of 
an ordina wall-mounted bulletin board. 
SHOWN A — t ical oon type unit 
with twelve 22 steel-framed composi- 
tion-board canal, ALSO AVAILABLE: wall 
and table-top models, man anel sizes, sev- 
= colors and finishes. OTHER USES: retail 

lays, Directors’ meetings. conventions. 

fete exhibits, advertising presentations, 
bration, etc. Mail coupon for descriptive 
literature and prices. 


MULTIPLEX DISPLAY FIXTURE CO. 


: Dept. A, Warne & Carter, St. Lovis 7, Mo. : 
: Please send literature on Presentation : 
: Panels : 
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COMPACT UNIT FOR 
SOUND AND SIGHT 


” 
; 


Ot 
COMMUNICATOR 


THE DESK TOP SALES THEATRE... 


Demonstrates your products, displays your serv- 

“ices visually—AND narrates your story dra- 
matically . . . Assures interest, leaves a lasting 
impression, turns prospects into customers. 
Makes everyone a perfect salesman. 


Excellent for desk top or small group viewing 
—without room darkening. Sets up in seconds. 
Assures high fidelity sound and picture bril- 
liance. Simple to operate. Ideal for business, 
industry, education. 


The portable C.0.C. COMMUNICATOR combines 
rear view film strip projector, built-in screen 
and 4-speed phonograph in a small, attractive 
attache case. A versatile quality-engineered unit 
at most reasonable cost. 


e Handles up to 12” records (20 min. play at 3314 
rpm without turning records) « High gain amplifier 
for perfect quality & sound volume ” Large 8” x 6” 
patented Lenscreen for wide angle viewing e Pre- 
cision optics e One knob framing with click stops e 
Storage space for records, film strips, etc. « AC, 
110/120v « Overall 19” x 13” x 5%” e Abt. 15 Ibs. 


Fully guaranteed. UNDER $100.00 


«+» for those who do not require sound: 


C.0.C. “EXAMINER” UNDER $60.00 


FILM STRIP PROJECTOR with built-in screen in handy 
luggage-type case—for effective visual presentations. 


«+. for economical 
slide demonstrations: 


COL 
EXECUTIVE / 


PROFESSIONAL 
PRESENTATIONS, 
— MADE EASY 
WITH THIS PROVEN 
SALES AID. 


35mm slides may be worked into an effective 
action-stimulating sales message. Projector, au- 
tomatic slide changer and screen in a small 
compact unit. Sets up in 3 seconds for group 
viewing in fully lighted room. Simple to handle, 
easy to carry. 


e Precision optics « Patented 8” x 8” Lenscreen for 
wide angie viewing e Holds up to 3 magazines (36 
slides ea.) for indiv. or sequence showing e Rugged 
aluminum unit e¢ AC-DC, 100-125v. Only 6 Ibs. 


UNDER $70.00 
Used by leading corporations & institutions! 


WRITE NOW to Dept. “AD for illustrated 
literature & name of dealer nearest you! 


€:0-¢ 


ELIE 


37-19 23rd Avenue, 
Long Island City 5, N. Y. 
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viewing public under circumstances 
favorable to good advertising pene- 
tration.” In a booklet it has pub- 
lished, the company said: “Not to 
be confused with conventional 
closed circuit television, special au- 
dience tv may employ single, re- 
peated, or continuously scheduled 
programs seen on home receivers, 
large screens, or specially placed 
monitors.” 

Copies of the booklet are avail- 
able 


. for more details circle 333, page 131 


Scanner & Printer . . . Documents fed 
into the unit on the right are reproduced, 
at the rate of 15 linear feet per minute, 
by the unit on the left. The units may 
be widely separated 


A. B. Dick Co. Announces 
Scanning, Printing Units 


High-speed facsimile scanning 
and printing units capable of scan- 
nings and transmitting page-width 
documents of any length at a rate 
of 15 linear feet per minute have 
been announced by the A.B. Dick 
Co., Chicago. 

According to a company spokes- 
man, six hundred individual page- 
size documents may be transmitted 
and printed by the units in an 
hour. 

The two units are designated as 
the Model 921 scanner and Model 
902 printer. 

The scanner, with its vacuum- 
ported scanning drum, accepts ran- 
dom length documents for scanning 
and then transmits the intelligence 
in the form of video signals to its 
companion printer for either con- 
tinuous or intermittent “hard copy” 
print-out operation. Dry, permanent 
copies are produced on standard- 
weight paper. 

The printer comprises a paper- 
supply system, automatic paper 
cutter, electrostatic printing station, 
paper-transport system, electronic 
circuits, power supply, drives and 
controls housed in a console similar 
to its scanner partner. 44 


Celanese First to Use 
Closed Circuit Color TV 


Large-screen color closed-circuit 
television was the medium selected 
by the Celanese Corp. of America 
to introduce Fortrel, a new polyester 
fiber, to 10,000 officials of retail 
stores in 34 major cities. 

Audiences at scheduled meetings 
viewed the presentation on screens 
averaging 26 sq. ft. each. 

The showing was projected by 
Theatre Network Television Inc., 16 
W. 55th St., New York 19. Equip- 
ment used included 37 color tv pro- 
jectors recently purchased by the 
New York company from RCA. 

The program featured talks by 
Celanese officials and showings of 
the new product with color tv being 
used specifically to give impetus to 
highlight fabric colors, patterns and 
textures. 

According to TNT officials, the 
Celanese effort was the first use na- 
tionally of large-screen color closed- 
circuit tv. 44 


Charts Assembled From 
Duchart Inc. Materials 


To answer the need for charts for 
meetings, presentations, displays, 
sales records and teaching, Duchart 
Inc., New York, has introduced a 
system which the company says can 
be used “. . without ruling, drawing, 
painting, hand lettering, measuring 
or figuring in one-third the time and 
at one-third the cost of convention- 
al methods.” 

Its answer is prepared, ready-to- 
assemble materials including pre- 
ruled blackboards on which charts 
are built and bar and pies (circles) 
of special paper, with scales printed 
on the back so they can be quickly 
cut to required size. Self-adhesive 
tabs can be used for dotted or solid 
lines and a series of tabs can signify 
years, months, figures and symbols. 

A folder explaining the Duchart 
system is available. 

- for more details circle 334, page 131 


Working Papers . . . The L. D. Blehart 
Co., Mt. Vernon, N.Y. says that working 
papers don’t get hidden on desks when 
its new product, the Klip-All, is used. 





3M Introduces Visual 
Communications System 


A new visual communications sys- 
tem which is said to enable a plastic 
transparency to be made from al- 
most any document in less than ten 
seconds in normal light and pro- 
jected in a fully lighted room has 
been announced by Minnesota Min- 
ing and Manufacturing Co. 

The system combines the use of a 
copying machine and an overhead 
projector. 

It employs: 


1. Thermo-Fax projection trans- 
parencies, 81x11” plastic sheets 
which make reproductions of origi- 
nal documents for immediate pro- 
jection in positive, negative or col- 
ored form. 


2. Any existing Thermo-Fax copy- 
ing machine. 


3. A new Thermo-Fax overhead 
projector. 


The new system was specially de- 
signed for use in government, edu- 
cation and business and is already 
being used in each of these fields. 
3M attributes their acceptance to the 
ease and economy with which trans- 
parencies can be made. 


> The transparencies sell for ap- 
proximately 13 to 16¢ each, depend- 
ing upon quantities. The colored 
form is available in red, green, blue, 
orange and brown. 

The overhead projector sells for 
$395. It stands 2534” high to the 
top of the projection head, 1344” 
wide and 2114” deep. It weighs 40 
pounds and is portable. It uses reg- 
ular 110-volt current, a 1,000-watt 
lamp for maximum brilliance and is 
operated by a single switch. It pro- 
jects a 10x10 image from a distance 
of 15’. 44 


Printing Production 


Craftsmanship and Automation ... 22 
min., color motion picture, produced by 
Pilot Productions, 1819 Ridge, Evanston, Ill. 
for R. R. Donnelley & Sons, and distributed 
by Field Enterprises, Merchandise Mart 
Plaza, Chicago, Ill. 


R. R. Donnelley & Sons, who print 
World Book encyclopedias to the 
tune of three boxcar loads per day, 
commissioned this film for Field 
Enterprises (who own WB), as a 
gesture of appreciation. 

Designed to be shown to the 
43,000 encyclopedia salesmen, the 
emphasis is on the care and perfec- 
tion demanded in quality printing, 
specifically that of the World Book 
variety. It traces the progress of a 
volume from original copy right 
down to the shipping room and out 
the door of Donnelley’s Crawfords- 
ville, Indiana, plant. 

Capitalizing on modern man’s 
fascination with the machine, the 
film is very nearly a romance of 
modern printing methods, starring 
enormous presses, with machines 
that perform more delicate and 
complicated operations in the sup- 
porting roles. What is more, the 
story is not only told thoroughly, 
but also with simplicity and great 
clarity. 

All of the printing and binding 
operations are shown step-by-step, 
with well-chosen camera angle 
shots and a well-written commen- 
tary explaining the process to a lay 
audience. The filmmakers have 
avoided the dangers of tackling the 


Each month, AR editors review 
films and filmstrips of interest to 
advertising and sales promotion 
men, to help them look at the 
field more critically, to improve 
standards and understanding of 
the technique. Sponsors are in- 
vited to submit films for review. 


overcomplex and have been careful 
not to burden their audience with 
intricate technical explanations. 
While this film was never in- 
tended to sell encyclopedias direct- 
ly, it should give World Book sales- 
men a good healthy respect for their 
product, and it promises any viewer 
a good short course in what high- 
quality printing entails. T.K.F. 


Interpersonal Relations 


The Small World of John J. Pennyfeather 
. . » 44 min. color motion picture; produced 
by Mehring Productions, 8905 Hargis, Los 
Angeles 34, for Employers Mutuals of 
Wausau, Box 150, Wausau, Wis. 


Of all the pictures that have been 
screened by the AR staff for re- 
view, this is undoubtedly the one 
which aroused the greatest comment 
when the lights went up. Some of 
us found the approach intolerable; 
others exciting and stimulating. But 
there were no neutral feelings, and 
this in itself is a sort of compliment 
to the film. 

It tackles a difficult subject — 
how to get along better with people. 
It started with a feeling that every- 
body in a company, from salesmen 
up, would benefit from an under- 
standing of the problems that orig- 
inate in our inability to communi- 
cate adequately with each other. 
This film is part of a training pack- 
age which Employers Mutuals de- 
veloped. 

Its story develops around the 
problems of a husband-and-wife 
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producer team which is trying to 
write a film for Employers Mutuals 
on — guess what? — communica- 
tion between people. They are hav- 
ing trouble, and they talk their 
troubles out with friends in the 
same office building, and even dis- 
cuss them, from the screen, with a 
training meeting at Employers Mu- 
tuals. It is this last technique that, 
perhaps, was most annoying to those 
who disliked the film. This group 
called it coy and artificial. 

It’s a film that should be seen by 
anybody interested in the subject, 
or in unusual motion picture tech- 
niques. It has been highly praised by 
such men as Dr. S. I. Hayakawa, 
who, by the way, appears in the 
film’s introduction. It has been 
used, according to C. E. Smith, the 
company’s general sales manager, 
and who was in charge of the pro- 
duction, by many companies far re- 
moved from the insurance field. 

In seeing it, remember that it is 
not an isolated experience, but 
rather one element in a _ planned 
program. It is designed to be pre- 
ceded by special activity on the part 
of the audience, and to be followed 
by discussion and with other ma- 
terials. For this reason, it is diffi- 
cult to judge in isolation, ripped 
from its context. 

But even in isolation, it is pro- 
vocative, and in the view of at least 
this reviewer, worth seeing. And to 
get its full flavor, see it as part of 
a small group, rather than by your- 
self. I think you'll find the varied 
responses well worth the time spent. 

R.B.K. 


Information 


Anger at Work ... 21 min., motion pic 
juced by the University of Okla 
consultation with, and under the 

f, the Oklahoma State Dept. 
buted by International Film 
Michigan Av., Chicag 


Ulcer at Work ... 26 min., motion pic 

juced by the University of Okla 

ored by the Oklahoma State 

buted by Interna 

11 Film Bureau Michigan 
yhicago 4, 


In the fields covered by ApvERTIS- 
ING REQUIREMENTS, ulcers and anger 
are not unknown. Perhaps the best 
use of these pictures would be pri- 
vate showings to our readers and 
those associates of theirs who cause 
anger and ulcers. 

Two very good films explaining 
complex emotional and _ physical 
situations very well. Very good for 
industrial employe showings, ex- 
plaining to medically naive people, 
the dangers of anger. E.S. 
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When to use 


COLOR 


in packaging 


A noted color expert describes ten situations 
in which color can play an important role 
in the effectiveness of your corrugated carton. 


By Howard Ketcham 


News sells products. 

“What’s new?” is always at the 
surface of your customer’s or pros- 
pect’s mind, or else ready to bob to 
the surface in a buying situation. 
The compelling interest in what’s 
new stirs anyone who buys anything 
— whether a homemaker who wants 
to surprise her family with a des- 
sert that tastes like everyone’s fa- 
vorite or her husband, who would 
be a push-over for an atom-pow- 
ered portable saw that converts to 
a barbecue rotisserie. 

“What’s new about news?” you 
may ask. You know it’s important 
to tell your product news. To make 
a big splash announcing a new 
product, a major improvement or a 
special promotion, you spread the 
word in sales meetings, folders, ads, 
display pieces and so on. 


Fine. But there’s a big gap in your 


marketing and _ sales _ promotion 
checklist if you don’t give a news- 
telling, product-selling assignment 
to the package that carries your 
product. 


New Product 


> Unless you sell mynah birds or 
rocket launching pads, your product 
probably already is packaged for 
shipment. But is it packaged to sell 
— to tell your latest and most im- 
portant product news? Not just the 
unit or shelf package, but the ship- 
per too? 

Maybe your company regards 
shipping containers as just another 
workaday cost of doing business, 
like electricity and taxes. Or maybe 
your company does give some atten- 
tion to having good-looking con- 
tainers. But do they really spark in- 
terest? Do they create excitement 
about your product? 

Every box that leaves your plant 
can work as a salesman for you, if 
everyone who might see it, sees 
your message on it. Multiply this by 
a year’s shipments, and it becomes a 
matter of millions of product im- 
pressions — potential or actual, de- 
pending on what has been done with 
the box. 


> Color-printing effects now avail- 
able for the most widely used type 
of shipping container, the corrugated 


box, qualify the box to do a selling 
job right in the store, with clever 
designs that enable it to double as 
display merchandiser, shelf carton 
or carry-home package. 

When any sales executive plans to 
announce a product event or pro- 
motion, he naturally thinks of eye- 
stopping color in magazine and 
newspaper ads, folders, posters, ban- 
ners and so on. Yet he may overlook 
or underemphasize color at the focal 
point of the product itself — the 
package that holds the actual thing 
you are selling. If there were a Gei- 
ger counter to register buyer inter- 
est, this is the place where it should 
be clicking at top volume. 

Color is the first thing we notice 
about any carton whether we realize 
it or not. It is the feature we re- 
member the longest, too. Animals 
and birds use color to attract and to 
conceal. Your box may in effect be 
concealed unless it is consciously — 
and expertly — color-planned so as 
to attract. 


> When do you need color on your 
corrugated boxes? Here is a simple 





GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 
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Bergstrom safety paper is a sign 
of value. Used for premium coupons, 
subscription forms, discount certifi- 
cates or direct mail pieces these 
check papers reflect money... a 
sure way to gain acceptance for 
promotional material. 


Write for your free copy of our 
“SAFETY PAPER IDEA BOOK.” 


oe) SINCE 1904 


BERGSTROM 
PAPER COMPANY 


NEENAH, WISCONSIN 


rule: whenever you have news, you 
need color. 

And I might add, whenever you 
want to make news, you can use 
color. Color itself may be part of the 
news. 

Selling-news situations are varied. 
They include: 


1. New product. 

New feature on existing product. 

New advertising campaign. 

New special offer. 

New package deal. 

New price deal. 

New product theme. 
8. New trademark. 
9. New package. 
10. News of the customer’s pur- 
chase. (No matter how old your 
product may be to you, it’s new to 
the new customer, and each pur- 
chase is news to any customer.) 


How certain companies have ex- 
ploited color in some of these kinds 
of news situations may be seen in 
typical instances from the “packag- 
ing gallery” of Stone Container 
Corp. The examples include strictly 
shipping containers, combination 
shipper-display pieces, and trays en- 
closed by a shipper cap or sleeve. 

All show effective addition of col- 
or to a material that was needed 
anyway for product protection and a 
medium for which color-printing 
may add little to ordinary packaging 
costs. 


New Product . . When Sprayon 
Products, Cleveland, custom loader 
of self-spraying products for indus- 
try, recently came out with a new 
“self-powered spray gun” for the 
consumer market it also made it 
self-selling. A sunburst pattern of 
color sets off the word “new!” on 
the poster panel of an all-color ship- 
per-display piece. 

Use of package color to announce 
a new product is not limited to the 


sp ecict over 
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consumer market, and shouldn’t be. 
To introduce a line of air line lubri- 
cation equipment to its industrial 
customers, Gits Bros. Mfg. Co., Chi- 
cago, used a shelf-shipper blanketed 
in color. Yellow and black tie in 
with the product colors. Symbolic 
air-flow lines in white stand out 
against a gray field. The package 
would not have the chance to make 
an impulse sale at a supermarket 
checkout counter, but its reception 
shows that industrial buyers also 
like a flourish to their purchases. 

The special color box heralding a 
new product may be one for the 
salesman to carry rather than one 
to be shipped. Salesmen presenting 
new Dixie Cups for alcoholic bever- 
age service have the selling atmos- 
phere enhanced by a cool blue and 
white, ice and bubbles motif on a 
box for sample cups. 


New Special Offer . . Convertable 
into a white Williamsburg-style 
dollhouse, the box itself is a special 
offer for Colonial-Heirloom varnish 
by Illinois Bronze. The brown and 
black printing also proclaims an in- 
troductory two-for-one sale, a free 
spray can with purchase of a gallon. 
This offer is told on the outside, and 
two sidewall panels swing out to ex- 
pose sale signs. 


New Package Deals.. A big pink 
ribbon and quilt-pattern top on a 
white corrugated chest for Playtime 
Products doll accessories appeal to 
“little mothers.” It also appeals to 
retailers, for it packages into a new 
big-ticket set four items previously 
sold individually. 

Plumbers, unlike little girls, don’t 
like pink — at least not any known 
to Union Malleable Manufacturing 
Co., Ashland, Ohio. But the company 
is using other colors to help sell 
these burly craftsmen a package 
deal of their own. A red and yellow 
plaid design symbolizes a “Thrifty 


New Package Deal 





New Product Theme New Trademark 


Fifty” tote tray package — which 
groups 50 assorted pipe fittings of 
the most used sizes and types. 


New Product Theme. . A splash 
of no fewer than eight colors on ship- 
ping cases for Henri’s salad dress- 
ings compel the food shopper to no- 
tice the new theme: “You prepare 
the salad . . . Henri’s adds the fla- 
vor.” Color panels depicting luscious 
vegetables and fruits, first separately 
and then in a salad, are printed on 
the inside of the case. A 7-second 
conversion puts the 24 bottles of 
dressing on display, surrounded by 
posters at the back, sides and front. 

(The 8-color printing, done on a 
modern 4-color corrugated press, 
serves as an outstanding example of 
the elaborate effects which can be 
achieved today on corrugated boxes. 
For certain merchandising situa- 
tions, however, fewer colors — 
rightly selected and used — can 
prove fully effective.) 


New Trademark .. Green River, 
a long familiar beverage, had a fine 
old name but needed a new “face,” 
it was decided by new management. 
Old-style type was abandoned in fa- 
vor of a more modern one and a 
stylized topical river scene added in 
the new trademark that now appears 
on the shipping case. The Green 
River name demands green ink — 
and gets it. A contrasting white sun 
and reflections on the water against 
a yellow background complete a 
startling and dramatic effect achiev- 
able only with color. Yet the green 
and white printing on a solid yellow 
box is a simple and inexpensive job. 

The product is a beverage concen- 
trate, shipped in gallon jugs to be 
mixed at fountains, vending ma- 
chines and bottling plants. Why col- 
or on the box? It impresses the trade 
name on those who handle and sell 
the product, as well as consumers 
who may see it in transit or storage. 


New Package .. When you adopt 
a new design for a shelf package, 
you can amplify its selling impact by 
reproducing it, or its main features, 
on the shipper. Repeating the pack- 
age colors is basic. 

Color presents a prime appeal in 
cake and dessert toppings. Accord- 
ingly when Beaver Home Products, 
Camden, N. J., recently introduced 
TOP’EMS, an assortment of six of 
its most popular toppings, the shelf 
package had a window to show off 
the products’ brilliance. A black 
background for the rest of the pack- 
age sets off the product colors and 
six-colored lettering of the product 
name. For complete follow-through, 
Beaver adopted a black shipping 
case with big letters in the same six 
colors. How could anyone not notice 
such a strikingly different shipping 
case? 


News of Purchase .. Giving a 
present for a wedding, anniversary, 
birthday or graduation seldom 
makes headlines even in a cross- 
roads biweekly, but the occasion is 
big news to both the giver and the 
receiver. They, and everyone else 
involved, like anything that adds to 


New Package 











STILL USING 
OLD FASHIONED 


Let National Tag Company’s 
free design service show you 
how to put more wallop in 
your product merchandising. 


In this day and age, only 
the most compelling adver- 
tising gets the customers’ 
attention. Old fashioned, dull 
tags and labels that merely 
classify your product simply 
aren't enough anymore. 

National Tag Company of- 
fers expert, free design con- 
sultation on: 


e New tags or pressure sen- 
sitive labels. Our experi- 
enced creative design staff 
will design you a die cut tag 
or pressure sensitive label 
that will move your product 
and put you a step ahead 
of competition. 


Old tags or labels. Send us 
your old tags or labels. Let 
us show you how they can 
be improved to give new 
push to your product. 


AND REMEMBER 
trade your old, time-worn 
shipping tags and labels for 
National’s dynamic new ad- 
vertising tags. They do so 
much ...and cost so little. 


7 cb 
337 S. PATTERSON BLVD. © DAYTON 1, OHIO 


PROMPT, PERSONAL SERVICE 
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? Yes! Imagine 
ATT 
14, Ib. of these 
Tae Lele lain 


iy ae ek ee 
Sample sheets. of Brown-Bridge’s 
full line * Complete line of colors 
finishes, sizes, and gummings 
Printing surface specifier * Gum 
ming selector * Printing and han 
relay am abi el 


You may not measure ideas by the pound 
OMe eee 


GUMMED PAPER SAMPLE BOOK 


It's the most popular complete guide to effective 
and efficient gummed paper use yet devised 


ASK FOR BOOK P-231 
THE BROWN-BRIDGE MILLS, INC., TROY, 0. 


2 ene 


HOOUTNCERT CHEER COLORS 


és 


VE WT Ce) 


RADIANT COLOR CO. 
830 Isabella St., Oakland 7, Calif 


161 W. Erie St., Chicago 10, Illinois 
19 W. 29th St., New York 1, New York 
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the thrill, as a colorful package does. 

Recognizing this element and not- 
ing the fact that the majority of all 
cameras, projectors and other photo- 
graphic equipment are bought as 
gifts, Bell & Howell Inc. has adopted 
an all-color package-family design 
for its line of precision photographic 
equipment. Bearing the new Bell & 
Howell trademark, the very modern 
appearing cartons are imprinted 
with dark gray, white and aqua to 
convey an impression of quality. The 
design conveys gift-like aura and a 
feeling of prestige and value. 

A purchase need not be a gift in 
order to make it a special event. 
People enjoy treating themselves, 
too, and a colorful package can make 
the product and its purchase seem 
more important. To you, it may be 
the 100,000th unit sold, but to the 
purchaser it may be the first he has 
ever owned. 

News events like those mentioned 
and many others abound in the mar- 
keting program of every company 
that is going anywhere. Growing 
companies have to progress in prod- 
ucts and promotions — in other 
words, to make news. But how many 
of your news events lack the extra 
boost of news-telling color on the 
package? 


> Putting just any colors on the box 
will not do the selling job, though. 
Box colors must be “engineered.” 
They should not be based on the 
boss’ personal preferences and prej- 
udices, but rather on the right sell- 
ing appeal for your product. 

Factors in color selection should 
include: 


1. The nature of the particular 
product and the market. 

2. The nature of the news about the 
particular product. 

3. The people you are selling to. 

4. The selling situation. 

5. The reaction you want to evoke. 
6. Your company’s image. 

When all of these are duly weighted, 


and only then, 
add: 

7. (If he insists) the boss’ favorite 
color. 

Correctly employed on boxes, col- 
or can impart infinite qualities that 
can be created in no other way. Box 
colors can be masculine or feminine, 
somber or gay, hot or cold, mellow 
or harsh, soft or hard. They can 
make a package look heavier or 
lighter than it is, larger or smaller. 

Corrugated box colors are most 
effective when they are simple but 
unusual. In my new booklet, “How 
to Use Customer-Catching Colors on 
Corrugated Containers,” written on 
behalf of Stone Container Corp., I 
have selected 21 modern colors that 
have outstanding merchandising 
punch and print well on corrugated. 
Using this spectrum, the booklet il- 
lustrates numerous color combina- 
tions that bring out the appeals of 
such products as toys, machinery, 
cosmetics, household goods, foods, 
sporting goods, flowers and crystal. 

As a guide to creating unusual and 
pleasing color harmonies, I have de- 
vised a special chart to arrange these 
21 colors as they relate to each other. 
This chart, separate from the book- 
let, shows at a glance whether any 
of the manifold possible combina- 
tions of these colors is excellent, 
good satisfactory or not recom- 
mended. 


can you afford to 


> Your own choice of colors to capi- 
talize on the news about your prod- 
uct should come after a careful 
study of your own merchandising 
situation. Help from an experienced 
outside source, such as a box sup- 
plier, can help make the best use of 
this medium. 

The all-important first step, how- 
ever, is to keep in mind that when 
you have product news, you ought 
to have color to tell it and sell it. If 
you ignore the package, so will those 
who see it, or might see it. But if 
you want it to excite, it will excite — 
and sell. 44 











3 i 
New Color Kraft ; Altman Christ- 
mas shopping bag from Interstate Bag 
Co. is made of ‘’Glosstex,’’ a kraft paper 


available in bright colors and metallic 
inks. 


Glamor Shopping Bags 
Seen in Kraft Glosstex 


A kraft shopping bag in vivid 
colors and metallic inks is now 
available in the Glosstex line pro- 
duced by Interstate Bag Co., Wal- 
den, N.Y. 

Harford K. Steen, Interstate 
president, called the new bag “a 
definite breakthrough in retail 
packaging,” saying: “Combining as 
it does the functional strength of 
kraft paper with a printability ap- 
proaching that of fine papers, 
‘Glosstex’ offers new horizons to the 
package designer.” 

Recently used by the B. Altman 
Co. for its Christmas shopping cus- 
tomers, the Glosstex bag is the re- 
sult of a new kraft coating formula- 
tion and technique used in conjunc- 
tion with newly developed inks. 44 


Invisible Holding Idea 
Developed for Packages 


A new packaging idea which pro- 
vides firm container affixing to 
the shelf display card has been 
introduced in the “Delran” con- 
struction by SH&L, div. Sudler & 
Hennessy Inc. 

Able to keep bottles, cans, car- 
tons and other containers in place 
without visible means, the “Delran” 
is a lowcost paperboard construc- 
tion containing a spotted area of 
specially formulated pressure-sensi- 
tive adhesive. 

The holding power of the Delran 
construction permits full product 


DO YOU BUY 
POSTERS? 


Fredrick Photogelatine Press has 
‘the word”’ for yu—COMPARE 


In quantities of 100 to 5000 sheets, posters turned 
out by Fredrick Photogelatine Press give perfect 
quality in screenless, continuous-tone. Another ad- 
vantage is true color separation, with four negatives 
on every color job. Black and white, too, comes out 
clear and sharp. Many different paper stocks to 
choose from including coated, with sheet sizes up 
to 44x64. Send for more information today on our 
versatile photogelatine operation. 


SATISFIED 
CUSTOMERS 
TELL THE TALE 


NORTHEAST NORTHEAST 


FREDRICK PHOTOGELATINE PRESS 


438 West 37th Street, N.Y. * Phone: OX 5-7272 


ECONOMY - CONTINUOUS-TONE (—- FINE DETAIL - VERSATILITY 
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. MODEL J & H VISUALIZERS. For 
copy of objects. image instantly 
wojected on tissue or Bristol 
4. Enlarging of reducing by 
calibrated dials in seconds. 4 
times enlargement of reduction 
. ROYAL UPRIGHT VISUALIZER & 
ART AID. For limited floor space 
yet full size working area Fioor 
space only 27°29", height 43” 
a enlargement or reduc 


. CROMWELL ANGLE VISUALIZER 
Smali, compact, only 21” « 37” 
floor space, yet combines ai! im 
portant features of larger mode! 
400% enlargement or reduction 

. COROWET DESK TOP VISUALIZER 
Fits on top of desk. Easily port 
adie. Work area 10112". 4 times 
enlargement or reduction 


VISUALIZERS FROM $177 UP 


Send for Catalog G 
LACEY-LUC! PRODUCTS, INC 
3) Central Ave. * Nework 2, W. J 
DEALERS: Choice Territories Open 


WE CAN MAKE 
FULL COLOR 
BLOWUPS 
OF YOUR ADS 
UP TO 15 FEET? 


For full story— 
Send for free glossary 


RIK SHAW ASSOCIATES, LTD. 

181 PHOTOGRAPHIC PRODUCTION SERVICES 

250 WEST 57th STREET, NEW YORK 19, N. Y. 
PLAZA 7-3988 





WE HAVE 
THE VISUAL 
et is a 
TO FIT YOUR 

S08 
NEED 


have 

auto- 

matic 

projectors for point 
of sale and trade 
shows. We have desk top 
viewers for both slides 
and film strips — 
with or without 
sound, designed with 
your salesmen in 
mind. For Information, 
Write Dept. A361 
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EVERY STYLE 
nour Film Setter ye een 
/ ae POSIT AITT/ Es, 


«Ce eee 


| ih ut USA 


t 


a j 


FLEXO-LETTERING CO., INC. 


Quality 


\_ 1 DECALS 
sitk screen cane =) POSTERS 
“AS { DISPLAYS 
moe | BANNERS 

CREATIVE DESIGN ‘© QUALITY PRINTING 
arse EburktaeR &. 
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Shelf Card Idea . . . New Delran device 
(left) keeps package firmly in place on 
shelf display card without use of die-cut 
holding device. 


visibility while keeping the con- 
tainer safely in place. Die-cut hold- 
ing devices or plastic blisters — if 
used only for this purpose — can 
be eliminated. 

Complete specifications and price 
information can be obtained from 
Package Design Div., SH&L, 130 E. 
59th St., New York 22. 44 


Package Evaluation Time 
Suggested by Landor 


A proposal that each manu- 
facturer of packaged goods consider 
“locking himself up in a quiet room 
to evaluate his packages objectively 
— and then move on this evalua- 
tion” was made recently by in- 
dustrial designer Walter Landor. 

Speaking at a discussion before a 
group of food producers and pack- 
ers, Mr. Landor suggested the fol- 
lowing points on which to base this 
evaluation: 


1. How does your package look 
from 12 feet? Does it stop the eye 
first, ahead of all competitive prod- 
ucts on the shelf; does it convey the 
feeling of the product it contains 
even before you are near enough 
to read brand and commodity; does 
your package in mass display com- 
mand the consumer’s attention by 
setting up an intriguing visual pat- 
tern leading the eye from package 
to package? 


2. At arm’s length? Does your 
package have maximum impulse 
purchase appeal; does it look the 
best buy in relation to apparent 
quality and size; do your brand and 
product names achieve instant rec- 
ognition without cancelling each 
other out in their bid for the con- 
sumer’s eye? 


3. In your hand? Does it inspire 
confidence; does it look as if a 


sound, reliable firm is behind it; 
does it look like the best quality in 
its price class; does it have a plus 
feature, the merchandising extra in 
design or copy which makes the 
housewife feel you really have her 
interest at heart? 


4. In use at home? Is your package 
nice to have around, does its design 
“wear well” compared with com- 
petition; is it easy to handle, store, 
open, use; is its design personality 
strong enough to make _ people 
remember it, and reach for it next 
time they are in the store? 


Mr. Landor predicted that 7 out 
of 10 manufacturers will come out 
of this package-probing session with 
the feeling that all is not well and 
that perhaps 5 out of 10 will de- 
cide they need to obtain professional 
research or design counsel “to con- 
firm or unconfirm their hunches.” ¢4 


TMI Releases Booklet 
On Buying Right Tag 


The right tag for the right job is 
comprehensively covered in “The 
Executive’s Guide to Tag Buying,” 
a 20-page illustrated booklet pre- 
pared by the Tag Manufacturers 
Institute. 

Basic tag types are explained and 
illustrated and specific information 
is given on selecting a tag manu- 
facturer, how to purchase system 
tags, how to plan and purchase 
product tags, etc. 

A valuable reference section in 
the TMI booklet is the “Purchase 
Rule,” which discusses the seven 
major aspects of the modern in- 
dustrial systems tag, and provides 
a 25-point checklist of factors to 
consider when planning a product 
tag program. 

Copies of the booklet can be ob- 
tained from Tag Manufacturers In- 
stitute, 145 E. 32nd St., New York 
16, for 35c each, or $1 for 3. 44 


Small Product Package 
Doubles as Display 


An individual packaging innova- 
tion, which enables a manufacturer 
to combine a product and display 
card in transparent film, has been 
developed by the Nevins Co. 

Called “Stretch-Pak,” the pack 
keeps the selling message on the 
integral part of the package itself 
and provides a squared-corner 
package for odd-size products which 
can be stacked, hung, or put up 
with an easel-back for self-standing. 

Stretch-Pak uses a combination 





Especially for Racks ... In this new 
skin packaging, the unit seems sus- 
pended in space. It can be _ shelved, 
racked, or even stood by itself on the 
countertop. 


of stretchable polyvinyl chloride 
film and paperboard. The paper- 
board is die-cut to exact specifica- 
tions and a wrap-around window of 
film is attached to the inside of the 
flat, center-scored card. The prod- 
uct is put in one of the two pock- 
ets of the pre-formed film with its 
base at the center fold line. The 
card is then folded over the prod- 
uct, encasing it in film. The film 
shrinks tightly around the product, 
seemingly disappearing, and gives 
the optical illusion that the prod- 
uct is suspended. More than one 
product can be packaged together 
with this method. 

Complete information is available 
from The Nevins Co., Stretch-Pak 
Div., Clifton, N.J. 44 


Re-Packaging Case History 
Shows Problems Involved 


A lesson in package design, what 
it can and cannot do for a product 
in the open market, is contained in 
a case history folder released by 
Robert Zeidman Associates Inc., 
New York. 

Reporting the results first in a 
covering letter, Zeidman says: 

“Sales are up 20% ... and the 
Otto Bernz Co. has moved into an 
expanding market.” 

The folder then goes into a clear- 
cut analysis of the marketing de- 
ficiencies found in the old package 
design and the desired objectives 
in the new one. 

Among the packaging considera- 
tions in the re-design were: 

e adapting the package to self- 
service operations 

® winning a new market 

e shelf-stacking 

e self-display 

® corporate identity 

The case history folder is well 
illustrated, showing several stages 
of the re-design. 

. for more details circle 335, page 131 





Your product or package will sell faster, too, 
with a Paramount i-appeal label. Send us samples 
of your present labels or indicate your needs for 


Plants in Bo 





For the want of Good Type 
...the Ad was Lost 


SAP 


Here Type Can rola) Fy Seave You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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e> AeEaAS that sel at the point of sale 


Your pay-off advertising at the point of sale can be made more effective through CSP’s 


complete service. We do the whole job. . . create, design, produce .. .a single dis- 
play or a year-round program.. We produce displays of every kind, plastic, cardboard, 
metal, cloth or you name it, including complete dealer kits. Whatever your product 
or market, we can do the whole job—from idea to distribution—better! For new 
brochure packed with ideas that sell, write us. 2635 North Kildare, Chicago 39, Ill. 
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_ with realistic color, motion and il- 
' |umination. Arm moves, “red-hot” 
Day-Glo iron flashes. A double 
award-winner, but more impor- 
tant, a spectacular traffic-stopper ! 


FIRST AWARD 
CFAC-POPAI 





Poster on Cloth . . . Drill cloth banners serve as a reminder 
in garages and service stations. Three colors were used on 
this piece. The banner can be used inside or outside, since the 
Pigments resist bad weather and are slow to fade in sunlight. 


OFFER ENDS 
NOVEMBER 28 
1959 


Easy-to-Assemble Mobile Produced for Commonwealth 
Edison Co., this unit was screened on two sides, in four colors, 
on 45 point board. Air currents move each element inde- 
pendently to furnish continuous attraction to a colorful display. 


For Moving Merchandise . 


Screen Process 


Sells at the 


Point-of-Purchase 


Silkscreen is a medium of reproduction that 


cannot be overlooked. It has impact, 


versatility and economy, especially in p.o.p. 


. . A display like this wins counter 


space and gets the merchandise moving from the factory to the 
consumer. It also helps to ensure keeping inventory up. The 
wire-mounted price tag introduces simpl motion for impact. 


Because screen process printing, 
often called silk screen, is the most 
versatile method of reproduction yet 
developed, it is of special interest to 
the buyer of point-of-purchase. 

With it, you can print on paper, 
cardboard, glass, wood, leather or 
plastic. You can use flat or glossy 
inks, transparent or opaque, metal- 
lic or fluorescent colors. 

You can use skilled artists to re- 
produce fine handwork, or photog- 


The examples of screen process that illus- 
trate this article were produced by Su- 
perior Silk Screen Printing, Chicago. 


raphy to achieve fine line detail and 
even full-color continuous tone. 

Once limited to short runs, new 
automatic presses, that can handle 
sheets as large as 52x82’, can turn 
out production runs that rival other 
processes. 

The examples of screen process 
shown here are just a few of the 
ways in which national advertisers 
have been turning to this technique. 

A partial list of the uses of screen 
process would include these: 

1. P.o.p. material 
2. Sales presentations, 
binders 


flip-overs, 


National advertising blow-ups 
Product introduction 
Seasonal or limited promotions 
New market testing 
Helping distributors advertise 
Product decoration 
Opening new distribution roads 
10. Institutional advertising 
11. Packaging 
12. Greeting cards and stationery 
13. Banners and car cards 
14. Insignia on uniforms and cloth. 
If you buy printing, there is prob- 
ably some place where you should 
investigate screen process. 44 
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want to get your 
P.O.P. pieces 
used... seen? 


ccerraanaaage 
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Stand-up Charts . . . Salesmen 
carried this 10x14’ easel pre- 
sentation, plastic-bound. Lac- 
quer colors were used to make 
it grease-resistant. 


NAZ-DAR 
SILK SCREEN INKS GET RESULTS! 


Any P-O-P piece must have the re- ia 

tailer’s O.K. before it can sell your Patriotic Theme . . . Part of a package 
product from a spot in the window, to sell American superiority, 
on the shelf, etc. vivid red and blue on white 50-pt. board. 
To get your poster or display where A single wing easel held it up. This card 
it does the most good, specify d 11x14! 

NAZ-DAR Fast-Dry Screen Process ee " 

Inks. These brilliant, rich-looking 

colors demand attention . . . from 

the retailer . . . from the consumer! 


NAZ-DAR Fast-Dry Screen Process 
Inks are available to your processor BRAND NEW! 


in dozens of colors enabling him to Ameiicana Series 
match the most unusual package 


or layout design. LOG Mass Displays . . . This unit served 
Remember that NAZ-DAR Inks are as the center of a supermarket dis- 
Fast-Dry for faster delivery ... * 17 Shh play. Silkscreened in four colors, it 
match colors perfectly on reruns bs : shipped flat, yet was easy to assem- 
scheduled months apart. . . don't 


rack when die-cut. , QUALITy ble. 
All-Transistor Radios | 


this used 


FREE COLOR CARDS. Write today 
for two J-D Series Ultra Fast-Dry 
Fiat Finish ink color cards and two 
7500 Series Fast-Dry Gloss Finish 
Ink color cards. Keep one of each 
at your desk and send the others 
to your silk screen printer You'll 
have a handy color reference guide. 


7 
for Helpful Suggestions } 


The NAZ-DAR Company 
461 Milwaukee Avenue 


+++ more phofos on p. 67 
64 « ao * March 1961 





aS CENIN ae eat tan A pte BE Mate 


March 1961 + QB 65 


| 


ci 
oS 
= 


Wh 





Complete your 
SELLING PICTURE 


Scripto A675 
Service Station 
designed and 
produced by 
Advertising 
Metal 

Display Co. 


DL a 


HW 


AWARD WINNER: ate eee mL 
Chicago Fed. Advertising Club 
Variety Store Merchandiser 
Point of Purchase Adv. institute 


with an Ad Metal 
MERCHANDISING DISPLAY 


your opportunity t 


An Ad Metal merchar 


OUTDOOR —s ee 
tT, 
ee. ADVERTISING METAL 
Po ey 
RU UT a] ( DISPLAY 60 
Bt Dae eS - bj 


merchandisers 


ee CHICAGO 50 - 4621 West Nineteenth Street /Bishop 2-1242 


Displays to close WEW YORK 36+ 11 West 42nd Street / LOngacre 4.8255 
more sales 
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BOYS 


SPORTSMAN FOR THEIR 


Counter Display . . . This 
simple cardboard display 
holds six watches. It lists 
the product benefits, the 
price, and does a complete 
selling job. It also ships 
flat. 


BE CAREFUL 


Children so often aren’‘t 


Cart Header. . . brilliant 
colors, on 80-pt. board, 
make this card, designed 
to decorate a metal cart, 
stand out in heavy depart- 
ment store traffic. 


First REAL 
watch 


Truck Poster . . . screened on 20- 
pt. weatherproof board, using flu- 
orescent colors, this 18x24’’ poster 
was produced for American Bak- 
eries as part of a public service 
campaign. 








Point 0; PurcHAse 


Outstanding hand decorating by artists who 
capture every detailed likeness. Huge, NEW 
single floor plant with NEWEST equipment 
for ample production and quality control. 
Priced attractively and competitively. LOW 
MOLD COST. Send for information. 


Hartland Plastics, Inc., Dept. R, Hartland, Wis. 


A Glittering 
GOLDEN EAGLE 
of Heroic 
Proportions 
in perfect detail 


OLD HICKORY 
GOLDEN 
TROPHY 

PACKAGE 
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The advertisement on the opposite page is one of the 
famous “Send me a man who reads!” series sponsored by 


International Paper. 


Phis campaign has received acclaim from educators, 
parents, and business and community leaders throughout 
the country. ‘lo date, requests have been received for over 


500,000 reprints. And the requests are still pouring in! 


It is felt that this campaign does two things. It helps 


support the printing and publishing industries. And, by 
promoting books, periodicals and other printed material, 
it helps enrich our lives and keep us the best informed 
nation in the world. 





om 


end me a man who reads! 


|»? 


If your boy reads a lot, don’t worry about his becoming a 
bookworm. New research by International Paper shows 
that top scholars are also likely to be athletes and leaders. 


FTEN, what a young man reads 
O is what he will become. The 
connection can be strikingly im- 
mediate. International Paper shows 
how. 

We interviewed 100 high school 
seniors who had just been awarded 
national academic scholarships. In 
one month, 9 out of 10 read at least 
one book. The total number of 
books read by these boys was 400. 

Then we interviewed 100 seniors 
who had been accepted by various 
colleges, but had not been awarded 
any type of academic scholarship. In 
one month, only 6 out of 10 read at 
least one book. Total number of 
books read: 175. The conclusion is 
as clear as print. 

Ven who read more achieve more. 
And they are almost twice as likely 


to be leaders. Of 100 scholarship 


winners, 67 were officers of at least 
one social or athletic organization. 
Only 39 of the non-winners had a 
similar honor. 

The message is plain. Reading is 
often a mainspring to leadership. 
Lincoln once said that his best 
friend was the man who brought 
him a book—one that “I ain't read.” 


How fast do 


The average reading speed is 250 
words per minute. Some people 
can read ten times that fast. 


lo find out how fast you read, 
simply have someone time you for 
five minutes. Then, count the 
number of words you've read and 
divide by five. If vou're below 
average, chances are your eyes 


Teen-agers are their own best 
friends. Half the books borrowed 
from the New York Public Library 
are borrowed by teen-agers. They 
spend money for books, too. The 
classics are now available in paper- 
back form and account fora healthy 
share of the one million paperback 
books sold every day of the year. 


you read ? 


and mind wander. Concentrate 
harder to eliminate the problem 
of re-reading sentences, para- 
graphs, even pages. 

FREE REPRINTS. Write Box 3, 
Education Department, Interna- 
tional Paper, 220 East 42nd Street, 
New York 17, New York, for free 
reprints of this advertisement. 


© International Paper Company 1961 


INTERNATIONAL PAPER 


Manufacturers of papers for magazines, books and newspapers + papers for home and office use + converting 
papers « papers and paperboards for packaging + shipping containers + folding cartons « milk containers + multiwall 
bags + grocery and specialty bags and sacks + pulps for industry + lumber, plywood and other building materials 
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MEET ME IN PHILLY... 


No, Sales Promotion Executives—that's not Benjamin Franklin on top of 
the spire! 


It's’ William Penn. He started this whole thing called Philadelphia. But 
Benjamin Franklin promoted it. 


And a lot of other things . . . like kites, keys, liberty and the American way 
of life. 


If you believe in the American way of Sales promotion, you'll want to be in 
Philadelphia for the 4th SPEA Convention. 


An exciting schedule of exhibits, informative lectures by well known key 
speakers—conferences . . . and of course, social activities promise to 
make this the top SPEA Conference to date. Make your reservations now! 


4th ANNUAL 


CONFERENCE 


APRIL 25-26-27 


SALES PROMOTION EXECUTIVES 


ASSO 


CIATION 


BENJAMIN FRANKLIN HOTEL 
Philadelphia, Pennsylvania 


For full information write 
SPEA, 1212 Chestnut St., Philadelphia 7, Penna. 
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Free-floating Letters . . 
sensitive letters adhere to many surfaces, 
need no background color or special ad- 
hesive, no hand spacing 


Lowcost Metal Letters 
Affixed by Adhesive 


Pressure-sensitive “Scriptcal,” 
new permanent metal letters for 
signs, has been introducd by The 
Ever Ready Label Corp. 

The letters are made of anodized 
aluminum and present a floating 
free effect since there is no back- 
ground metal. They are available in 
a variety of styles and are reported 
to be resistant to chipping, peeling, 
tearing, or scratching off. 

Major advantages cited by the 
manufacturer include a savings of 
up to 50% and ease of application, 
since the user just peels off the 
pressure-sensitive backing and 
presses down. 

Complete information is available 
from The Ever Ready Label Corp., 
357 Cortlandt St., Belleville 9, N.J. 

44 


Display Forecast Shows 
Approval by Retailers 


The growing popularity of dis- 
plays as retail sales-activators is 
shown in the results of a recently 
completed study by the Natl. Assn. 
of Display Industries. 

Based on 1961 budget figures, as 
reported by leading retailers, the 
study shows that retail stores in 
1961 will allot about 18 to 20% of 
their promotional budgets to dis- 
play. The significance of these 
figures are borne out when two 
facts are noted: 


e The 18 to 20% figure for 1961 is 





. New pressure- 





A.D. WEISS DOES IT! 


4-COLOR BROCHURES OR PUBLICATIONS DELIVERED QUICKLY, 
ECONOMICALLY ... WITH TOP-QUALITY REPRODUCTION. 


With two 5-color perfecting web-fed offset presses, A. D. Weiss has 
proved that big printing runs. . . really big ones . . . need not be labori- 
ous, time-consuming tasks. A. D. Weiss is revolutionizing the printing 
industry with these web-fed presses and men trained to run them. 


Now, you get high-quality work (we believe ours is the finest in the 
country), at lowest prices (we believe ours are the lowest in the country), 
in the fastest possible time (we believe we are the fastest in the country). 


Want more information? Want to save money on your next big printing run? 
MAIL IN THE ATTACHED COUPON TODAY FOR FULL INFORMATION 


| owes 


A.D. WEISS LITHOGRAPH CO., INC., 2215 N.W. 2nd AVE., MIAMI, FLA. 


A. D. Weiss Lithograph Co., Inc. 
2215 N.W. 2nd Ave. « Miami, Fla. 


| am interested in fast, quality, quantity, low-cost printing. Please contact me (without obligation). 


Name 
Address 


City 


Zone State 
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INJECTION MOLDED PLASTIC | 


LitTeR and 
NullERaLs 


EITHER PLAIN BACKED OR “STICKEE” (PRESSURE SENSITIVE) 


Six Styles—Nine Colors 


(Three Metallics) 
Sizes '/2” to 10” 


a 
LAST/ICS 
Co. 


805-11 TENTH ST PHONE 6-4133 


PALMETTO, FLORIDA, U.S.A 


TO MOVE SALES UP... 
GET MORE SIGNS UP 


with AMERICAN DECAL 


PERMANENT TYPE 


PRESSURE SENSITIVE 


SIGNS 


valances 
Saleswise, advertisers are finding 


more of their signs being used since 

switching to American Decal pres- 

sure sensitives. Salesmen put up 

attractive spot signs in seconds with- 

out mess. Dealers themselves will put 

them up without hesitancy. Durable were 

and colorful pressure sensitive val- 

ances and truck signs also available. spot signs 
American Decal signs attract your 


customers attention where it counts FREE SAMPLES - DETAILS 
most... at the place your product P'awerican DECAL. COMPANY 


Dept. AR 


can be purchased. Request FREE 4 ¢}it Wes Filln Avenue 
samples and details today. Send details and samples of American 
Pressure Sensitive signs 
AMERICAN DECALCOMANIA 
Company__. 
Company 


Name_ 
4344 West Fifth Avenue Chicago 24, Illinois 


Mfg. plants: Cleveland; N.Y.; Windsor, 
Ontarie, Canada. Offices: All principal cities. 
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BAG PRESENTS 


THE FOUR PRINCES 


Double Display . . . Gift cartons and 
companion poster promote B&G’s The 
Four Princes wines. Interstate Boochever 
produced them for Browne-Vinters Co. 


approximately the same as it was 
in 1960; 


e Retailers seem to be cutting other 
budget figures in an effort to beat 
rising operating costs and narrow- 
ing profit margins. 


With the facts shown in the sur- 
vey and the development of new 
shopping centers, NADI estimates 
an increase of from 10 to 15% for 
the display industry in the coming 
year. 44 


Fluorescent Display Ideas 
In New Pollack Folder 


Spring display pieces, for seasonal 
promotions, are shown in an illus- 
trated folder from Pollack Poster 
Div., Pollack Printing Corp., Buf- 
falo, N.Y. 

All printed in fluorescent colors 
on bright backgrounds, the display 
ideas include streamers, posters, 
pennants, die-cuts, etc. for such pro- 
motions as Spring sales, Mother’s 
and Father’s day, etc. 

Complete specifications for each 
piece are given in the folder plus an 
ordering form. 

- for more details circle 332, page 131 


New Magnet Material 
Developed by Leyman 


A permanent magnet material 
which handles like rubber but has 
the holding power of a conventional 
magnet has been introduced by 
Leyman Corp., Cincinnati. 

Marketed under the name of 
Plastiform 1 the material is a 
barium ferrite composite type ma- 
terial which can be shaped, ma- 





chined or cut with no danger of 
chipping since it is neither hard nor 
brittle. Since it eliminates the use 
of cobalt or nickel, used by most 
other permanent magnets, it is com- 
paratively economical and its high 
coercive force and resultant strong 
resistance to demagnetization makes 
it particularly adaptable to many 
applications which are not other- 
wise possible. It can be ordered in 
sheets, strips and rings. 

A 12-page booklet of technical in- 
formation on the new material is 
available. 


. for more details circle 323, page 131 


Meyercord Folder Shows 
Transfer Nameplates 


A folder, giving specific data on 
its line of “Quality Transfer Name- 
plates,’ has been released’ by 
Meyercord Co., Chicago. 

Designed to help the reader select 
the right transfer, the folder con- 
tains a comprehensive description 
of each type concerning construc- 
tion, application and design plus 
the principal advantage of each. 
Also included is a quick description 
of the application method for each. 

Copies of the folder are available. 


-. for more details circle 324, page 131 


Mayco Brochure Features 
Metal and Wire Displays 


A new brochure showing a wide 
variety of metal and wire point-of- 
purchase displays has been released 
by Mayer Mfg. Corp., Chicago. 

Units shown in the brochure show 
designs produced for every type of 
product from self-contained items, 
such as batteries, to canned, bottled, 
boxed and packaged goods. 

Representative prices for the dis- 
plays are listed, giving the point- 
of-purchase display buyer an idea 
of costs. 

Copies are available. 

- for more details circle 325, page 131 


We've cut our ad budget to the bone 
this year. 


ILLUMINATED IDENTIFICATION Sang 


DISPLAYS 


Indoors, outdoors, GEECO lighted 
signs and displays illustrate the 
unusual in design and quality. Our 
production facilities are second to 
none for fast service and 
maintenance of high quality. On 
your next project, contact GEECO, 
Inc. We'll furnish comprehensive 
color layouts, detailed blueprints, 
accurate cost estimates, and 
guaranteed delivery date. It costs 
not one cent more, so write, 


wire, or call. 


GEECO, INC. Dept. c, 1302 S. 4th, Saint Joseph, Missouri 
Phone ADams 3-3168 


Representatives in: 

Detroit / Chicago / Indianapolis 
Kansas City / Des Moines 
Minneapolis / Tulsa / Dallas / 


New York / Los Angeles 


The Standard Scales for Photoengravings and for Color 
Process Photoengravings function only as basic guides 
for outlining an engraving invoice or estimate. They 
contain no prices. 

The total of an engraving bill should represent an ac- 
curate computation of company cost plus a reasonable 


CONVERSATION profit. 
PIECES FOR Where an itemized bill is required, it is the engraver’s 
rte oa alle prerogative to list various scale items based on depart- 


mental procedures and time records. These individual 
PEOPLE charges obviously must total up to a predetermined sum. 


HUTCHINGS & MELVILLE, Inc. pple ti 
in correlation with 
custom photoengraving 


powderless etching of 
4043 N. Ravenswood Avenue, Chicago 13 copper originals 
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381 Chapters 


Book by 


James D. Woolf 
A SELECTION OF 

THE BEST OF HIS 
““SALESENSE”’ ARTICLES 


400 pages that deal 
principally with the creative 
aspects of advertising 


Advertising Age, The National 
Newspaper of Marketing, is 
not normally in the business of 
publishing books. But this book 
is a ‘“‘demand performance.” 
Hundreds of our readers— 
both agencies and advertisers 
—have been besieging us with 
requests for Jim Woolf's ‘‘Sale- 
sense™’ articles in book form as 
a permanent reference work. 
Handsomely-printed and lav- 
ishly illustrated, this new vol- 
ume is an exceptional value at 
$5.95 including all postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 5 to 10, the 
price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 
coupon below. 


EXAMINE SALESENSE for 5 Days 
AT OUR RISK 


ADVERTISING AGE, Dept. 
Attention: Book Department 
200 E. Illinois St., Chicago 


| want——————- copies of SALESENSE IN 
ADVERTISING. if | am not completely 
satisfied with the book (or books) after a 
5 days’ examination, I can return the book(s) 
and my money will be refunded in full. 


My Name 
Firm 


Address 
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New Solution Presented 
To Dealer Space Problem 


A new solution to 
problem has been 
Evans Rule Co. with 
program worked out 
with its dealer stores. 

Under the Evans’ plan, dealer 
stores giving space to the new 
“Fast Turnover” display are sent a 
rental check every six months, pro- 
viding they keep the unit in a 
prominent store position and do not 
use it for other products. 

Dealers can enter the plan by 
signing the Evans “Fast Turnover” 
agreement and _ purchasing $50 
worth of tapes and rules for the 
display from his regular Evans 
wholesaler. Upon receipt of the 
signed agreement, the company 
sends the dealer a check for $6 for 
display-space rental, in advance, 
covering the first six months. Every 
six months thereafter for a total 
period of 36 months, the dealer will 
receive an additional $6 check di- 
rect from Evans, providing he con- 
tinues to display the “Fast Turn- 
over” unit in his store. 

Simple in design, the Evans plan 
was developed in recognition of the 
dealer’s space problems and _ in- 
creased overhead as a means of 
strengthening this important link in 
the manufacturer’s distribution set- 
up. 

Each store is limited to one dis- 


an old display 
developed by 
a space-rental 
in cooperation 


. 
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Paid Display Space . . . Under new plan 
developed by Evans Rule Co. wall display 
above does not beg but pays rent for 
the space it occupies in dealers’ stores 


play agreement and Evan’s officials 
have estimated the program’s cost 
at more than $200,000 in cash pay- 
ments to dealers each year. 

An alternate, smaller plan is also 
available for the smaller retail 
stores. 

The display itself was designed 
primarily to hang on pegboard and 
comes equipped with peg hooks. For 
versatility it has a full easel built 
into the fixture for retailers who 
use it on counters. 44 


City 
(0 I am enclosing my check for $ 
CO Bill me tater () Bill my firm 


4° March 1961 


Former Poster Annual . .. An oldtimer with a new name, the 1960 Outdoor Annual 
again features top poster and paint designs selected at annual competition sponsored 
by the Art Directors Club of Chicago. Unusual cover, vivid in four colors, was achieved 
by paints in upturned glass jars, shaded by corrugated dividers. 


Z —— State 





sees GOLLOTYPE 


; ANDIDA ’ 


SCHOOL 


abitned Sener 


WALL MOUNT 


The heat lamps shown above are 6” in 
diameter and available with a counter 
stand or wall mount. Translite illustra- 
tions are 7” x 21”. The lamp, with inserts, 
is available in quantities from 250 to 
several thousand. Individually packed, 
ready to operate when plugged in. Will 
drop ship. Price: $3.14 each (as shown 
above), in 1000 lots. Includes complete 
heat lamp unit—one full color translite 
sleeve inserted in cone. 


Get the facts on Black Box Collo- 
type printing and how it can pro- 
vide the quality you want within 
your printing budget. Write for 
descriptive literature and samples. 


TRANSLITES 
give punch to Navy 
heat lamp display 


A sales message with a lot of wallop has been de- 
signed into this revolving display, produced for the 
Navy by Black Box. 

Operating on the heat lamp principle, this atten- 
tion-getter makes excellent use of Black Box Collo- 
type Translites, plus illumination from within. 
Colorful, compact, and highly economical, the unit 
is a real stopper at any point of sale. 


Translites are collotype printed on both sides of 
special paper or plastic in perfect register lo give 
amazing depth and brilliance of color with rear 
illumination. They are swiftly and easily inserted 
in the plastic heat lamp cylinder, providing a high 
impact display for exceptionally little cost. 


*BLACK BOX COLLOTYPE-—sometimes called photo-gelatin—is 
a screenless, continuous tone printing process, perfect for short run dis- 
play or poster subjects that have big over-all picture value. No other 
process can approach Collotype cost-wise or quality-wise in small quantity. 
Monotone, duotone, or full color subjects are reproduced with marvelous 
fidelity in sizes up to 40” x 60”. Illustrative preparations are the same as 
for offset or letterpress reproduction. 


ENED, 


BLACK BOX 
COLLOTYPE STUDIOS, INC. 


PHOTO-GELATIN PRINTERS 


4840 W. BELMONT AVE., CHICAGO 41, ILL. 
Telephone: AVenue 3-0262 


SALES REPRESENTATIVES IN ALL MAJOR CITY AREAS 
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1. Floating Demonstration . . . Colorful and luggage shows commodiousness and 
spread shows benefits of new suspension comfort inside while model demonstrates 
with car apparently on balloons at far compact size outside. All photography 
left; rider suspension at right. Lower was handled with Citroen people on hand 
right picture shows car on metallic feet to ensure creative ideas. 
in shallow lake being readied for bal- 
loon shot. 3. Color Choice Treatment . . . Color 
combination possibilities are delightfully 
2. Simplicity and Comfort . . . Auto illustrated with pretty girls modeling 
frame, without doors and windows, was dresses made of actual upholstery fab- 
hung to show simplicity of frame. Family rics that complement auto color. 


ELOWY TO Pw 


Wt tdron 
IN LAYOUTS 


By Maurice Bensoussan 


The pictures on these pages are a forceful re- 
minder that the most practical layout is not always 
the best. 

Citroen France, in producing two consumer 
automobile brochures, designed to show its new 
hydro pneumatic suspension, by-passed practical- 
ity in the brochures’ layouts in favor of imagina- 
tion .. . and got the point across beautifully. 

The obvious, practical answer to layouts show- 
ing a new technical advancement would have been 
far more complicated pictures than these, ac- 
companied by copy checked by an engineering 
graduate. 

The imaginative route, as chosen by Citroen, led 
to a creative series of shots demonstrating the two 
basic components of the system—water and air— 
in a way that was not only easy to understand but 
excitingly effective. 


, > Dramatization of this technical improvement be- 
Symbolic Cover Design . . . Enigmatic design embodies air gan with the covers of the two booklets. One _— 
and water — the basic components of new hydro pneumatic sented the face of “ young woman in repose with 
suspension — in black-and-white and color shot. Varying her hair blowing in the wind and a blue transpar- 
shades of gray are shown outside design; green of water ond ent plastic cover symbolizing air and water. The 
blue of sky are separated by red focal line other booklet was even more imaginative with an 
intriguing design built around a shot of the sea 
and air meeting at a focal point. An enigmatic shot 
with mystic appeal, it tempted the reader into 

opening the booklet to learn more. 
Once settled down to reading, the reader finds 
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AT LAST! 
STANDARD 
ITALIC Tll 

ABCDEFGH 
IJKLMNOP 
QRSTUVW 

XYZ abcdef 
ghijklmnopq 
rstuvwxyz O 
Standard | 
Medium II 
Italic IIIT 
ABCDEFG 
HIJKLMN 
OPQRSTU 
VWXYZ a 
bcdefghijk 
Imnopqrst 
uvwxyz 12 


Now available in regular weight, 
caps and lower case, sizes 8 to 
36 point and in medium weight, 
caps and lower case, sizes 8 

to 42 point. 


WRITE FOR SPECIMEN SHEETS TO: 
AMSTERDAM CONTINENTAL TYPES 
AND GRAPHIC EQUIPMENT, INC. @ 

276 Park Avenue South, New York 10, N.Y. 
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page after page of imaginative pic- 
tures, backed up by copy which 
maintains a descriptive but non- 
technical attitude. 

In its imaginative treatment, Cit- 
roen leaned heavily on the use of 
symbols in the layouts to avoid en- 
gineering explanations. For instance, 
to demonstrate the floating ride the 
hydro pneumatic suspension pro- 
vided, Citroen photographed an 
automobile apparently floating on 
top of a lake. 

Having been able to visualize an 
unseen feature of the cars through 
this symbol technique, Citroen used 
the rest of the layouts in the book- 
lets to promote other features such 
as simplicity of design, variety of 
colors, etc. 

Besides being good selling tools, 
the Citroen brochures maintain the 
company’s reputation for originality 
and creativity. «4 


Missouri Issues List 
of Advertising Books 


A selected and annotated list of 
100 books on advertising has been 
released by the University of Mis- 
souri School of Journalism, Colum- 
bia. The 32-page pamphlet, edited 
by Robert W. Haverfield, associate 
professor of journalism, contains 
brief descriptions of books suitable 
for a basic library in advertising. 
This seventh edition, the first re- 
leased since 1952, contains 71 new 
or revised listings. Most of the books 
included are currently available, al- 
though a few basic entries are out- 
of-print. 

Single copies are available to ad- 
vertising men upon request to the 
Dean of the School of Journalism. 

44 


Flexible Wood Sample 
Added to Magazine Ads 


United States Plywood Corp., 
New York, has added wood to the 
different products actually used in 
advertisements in  nationally-cir- 
culated magazines. 

In recent issues of Interior De- 
sign and Architectural Forum, the 
company has taken a veneer of 
wood laminated to a cloth backing- 
material and added it to its adver- 
tising copy. This did not make the 
magazines “board-like.” The ply- 
wood was the company’s flexible 
natural wood wall covering Flex- 
wood. 

The fact that the wood sample 
is completely flexible was, of course, 
the point of the ad. 44 





Illustrator; Everett McNear is also a painter 
and designer, his work appears on editorial pages, 
in national advertisements and books. 


~~ 


communication Is a two-way street 


Advertising is communication . .. and communication is a two-way 

street. It is an illusion that the advertiser pays for space and time. 

He pays for reader or listener response . . . visits to the store to buy, The quality of reproduction, in color or black 
‘ and white, is an important factor in develop 

inquiries that can be turned into sales. America's national magazines 


ing reader response to national magazine 
are organized and edited to develop reader response... both in their advertising. For more than a quarter century 


editorial and advertising pages. They could not exist without it because we have worked closely with advertisers and 
they depend upon a dollars and cents reader response... the agencies from coast to coast, and with mag- 
surchase of the magazine by subscription or at th 8 =. azine publishers, to set the highest stand- 
purcnase or the gazi y su Pp a © News stan ards of print reproduction, first in 
advertiser in a national magazine buys proved and positive reader letterpress, then in gravure. This advertise 
response ... a pre-selected audience that pays for the privilege ment, one of a series prepared in coopera- 
of reading the magazine that carries his advertisement. tion with well-known magazine artists and 
photographers, is an expression of our faith 
in America's national magazines as a basic 
medium of editorial and advertising com- 
munication. 


COLLINS, MILLER & HUTCHINGS, INC. 


t photoeng 
for letterpress and gravure 


33 West Lake Street, Chicago 
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This insert is printed on 
Sterling Letterpress Enamel, 25 x 38—80# 


SPARKLING 
ENAMEL 
JOB 


STERLING LETTERPRESS ENAMEL was chosen to give high 

polish to the imaginative sales message of Astra Pharmaceutical 
Products, Inc., of Worcester, Massachusetts. 

The choice of Sterling Letterpress Enamel was made to 

extract maximum readership from the potential audience. 

In addition, Sterling’s level, glossy surface and whiteness 
makes it ideal for sparkling color reproduction. Its uniformity 
and stability contribute to smooth, reliable press performance. 


One of the West Virginia family of fine printing papers, 
Sterling Letterpress Enamel offers the always welcome 
combination of quality with economy for true value. Further 
economies and benefits result from West Virginia’s 

unique sales and service policy. For full details on our 
modern way of serving paper buyers, write 

West Virginia Pulp and Paper Company, 230 Park Avenue, 


New York 17, N.Y. or call one of the offices listed below. 


‘West Virginia 
Pulp and Paper 


FINE PAPERS DIVISION 
COMMERCIAL PRINTING PAPER SALES 


CHICAGO: FR 2-7620 
CINCINNATI: RE 1-6350 
DETROIT: DI 1-5522 

NEW YORK: MU 6-8400 
PHILADELPHIA: LO 8-3680 
PITTSBURGH: CO 1-6660 
SAN FRANCISCO: GA 1-5104 


In Baltimore, Cleveland, Los Angeles, 
Milwaukee, Minneapolis, St. Louis 
and St. Paul, ask operator 


for Enterprise Service. 


The Astra insert was prepared by Cortez F. Enloe, Inc., New York. It was printed on Sterling Letterpress 
Enamel, 3644 x 5734—80+#, by Davis-Delaney, Inc., New York, using a 61" 5-unit Miehle rotary press. 
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How to 
Keep 
Lverybody 
Aware 


People get tired of 
routine bulletins, and 
they stop reading them. 
Here’s how a simple 
design change made 
people sit up and 


take notice. 


By Lou Stipe 

Advertising Manager 
Citizens’ Mutual Automobile 
Insurance Co 

Howell, Mich 


Stories are told of how battles 
have been lost and of how com- 
panies have lost millions of dollars 
because directives were misunder- 
stood. 

In today’s sea of words, words, 
words, especially printed words, 
much material of importance ends 
up in wastebaskets and some of our 
most important business information 
does not get to the source for which 
it was intended. 

Our company felt that we were no 
different than many other firms 
where printed material for employe 
edification ends up unread or hastily 
or perfunctorily scanned. So I sat 
down with agency men from Clark 
& Bobertz Inc., Detroit and Cleve- 
land advertising and public rela- 
tions organization, for a prognosis. 
Our company has five major de- 
partments and hundreds of agents, 
making effective communication a 
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\ on duplicate 
engravings 


Original engraving and Dupla-Plate 
courtesy Minnesota Mining & Mfg. Co. 
and Erwin Wasey Ruthrauff & Ryan, Inc. 


JOHNSON 


DUPLA-PLATE 


‘Lie Johnson Dupla-Plate is a pattern plate, not 
a printing plate, and is accepted by national con- 
sumer publications which heretofore accepted only 
original, or duplicate engravings as fully meeting 
their most stringent production requirements. 
The Johnson Dupla-Plate is a perfect mechanical 
reproduction not subject to personal interpretation. 

It is a solid nickel shell backed with a special 
metal developed by Johnson, one of the Midwest’s 
oldest electrotypers, to perfectly accept moulding. 
This produces an exact pattern plate which does 
not vary in the slightest degree from your accepted 
original engravings. 


‘JOHNSON 
co. 


308 S. 6th ST., MINNEAPOLIS 15, MINNESOTA J 


You save up to 80% of the cost of duplicate 
engravings, and you save days of time when you 
send your publishers Johnson Dupla-Plates. And, 
you get exact reproduction! Just mail the coupon 
for complete information, prices and samples. 


JOHNSON ELECTROTYPE CO. 
308 South 6th Street, Minneapolis 15, Minnesota 


Please give us complete information on Dupla-Plates. Send 
us samples and quote prices as offered, and without obligation. 


NAME EU ee cee 
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\ BULLETIN 
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matter of economic necessity. As 
you can see, we considered this 
problem of major importance. 


> We rapidly concluded that the 
fault, in our case, lay in the bulle- 
tins themselves . . . wordy, stodgy, 
unattractive; in total analysis, too 
downright dull. There was also no 
hint as to content to help those 
reading the bulletins prepare for 
what was to come in the printed 
message. 

We also realized that the bulletins 
we sent out from the home office 
competed with every other item in 
the agents’ mail for attention. 

We couldn’t help feel our ap- 
proach was somewhat like that of a 
surgeon planning and undertaking 
an operation. Large growths of ver- 
bosity were removed. New typo- 
graphical raiment was ordered for 
the slimmed-down patient and he 
went back to work with gusto. Now 
he seldom goes unnoticed and un- 
appreciated. 


> The appreciative attitude toward 
the new bulletins was the result of 
the tapping of opinions of Clark & 
Bobertz writers and distilling these 
opinions to our situation. 

In the matter of makeup or eye 
appeal, we felt that, first of all, the 
bulletins should be of varied color 
tones and have intriguing and de- 
scriptive headings that would clue 
the reader to the bulletin’s contents 
in a way that would avoid the tra- 
ditional “re:such and such” meth- 
od. 

The reader must be attracted 
rather than repelled. Then, to sus- 
tain his interest, we felt that para- 
graphs would have to be shortened 
and the message framed in terms of 
its import to the reader rather than 
to the writer. The shortening also 
aided the scan reader. 

Cartoon drawings were used as 
eyecatching gimbats in the headings. 
Each department was given a dis- 
tinctive style of presentation so that 
its bulletins could be recognized at 
a glance. 
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BULLETIN 


from the 


PRESIDENT 


Special Memos 

To get extra attention 
from agents, these 
special designs were 
used, but not 

too frequently. 


> Then to help even more to index 
the reader into the subject matter, 
Clark & Bobertz attempted to dis- 
cover basic categories into which 
the bulletins might fall, such as An- 
nouncement, Background Data, 
Change of Policy and so forth. Each 
had a different color and also a 
heading to tell the category. For in- 
stance, the advertising department 
had one headed “Help!” and an- 


For Easy Reference... 


other “To Fill You In.” 

The president's own bulletins 
were given special treatment with 
different designs for refreshing their 
appearance periodically. 


> Once the new bulletins had suffi- 
cient chance to make their presence 
known, a poll was taken among 
Citizens’ agents. Of those who re- 
sponded, 93% said they were easier 
to read, 91% said that they were 
easier to understand and 88% said 
they could more easily recognize the 
important bulletins. 

Among the employe suggestions 
was that each agent be given two 
bulletins so that he would be sure to 
have at least one for the files. 

Improving a bulletin might seem 
like a minor matter in relation to a 
company’s over-all operations but it 
is extremely important when its im- 
pact in strengthening an organiza- 
tion is considered. 

We are convinced a company 
must communicate properly with its 
employes if it is to expect maximum 
results. 44 


Paper Millis Offer 
Sample Swatchbooks 


New Finish . . 

Beckett Paper Co.’s Satin Shell 
finish is being shown on _ both 
Beckett Offset and Beckett Vellum. 
Both are uncoated sheets, yet “.. . 
Satin Shell finish gives the paper 
a satinlike lustre, produces excep- 
tional resistance to smudges and 
fingerprints.” 

- for more details circle 301, page 131 
Smooth Feeder. . 

Champion Paper and Fibre Co.’s 
Ariel Bond feeds smoothly at high 
speeds and, according to the com- 
pany, performs equally well on 
small offset duplicating equipment 
or large multi-color presses. Avail- 
able in blue white shade and six 
other colors. 

- for more details circle 302, page 131 


Brighter White Tag . . 

Mobile White Tag by Scott Paper 
Co. With either line cuts or halftone 
screens, letterpress or offset, “print- 
ing is much approved in appear- 
ance.” 

+ for more details circle 303, page 131 
High Opacity. . 

Champion Paper and Fibre Co.’s 
Pinehurst Offset has “a wide variety 
of uses including travel folders, 


maps and brochures.” Prints black 
and white, duotone, four color or 
up to six colors at top speeds. 

+ for more details circle 304, page 131 


Duplicator Papers. . 

Mead Papers Inc.’s Mead Duplica- 
tor, watermarked sheet, is ; 
noted for its smooth, uniform sur- 
face and optimum receptivity to 
ink, assuring the maximum number 
of sharp clean impressions.” Claims 
for Mead’s Moistrite Duplicator are 
that it is recommended where qual- 
ity is needed but economy is partic- 
ularly important. 

+ for more details circle 305, page 131 


Cut Size Paper .. 

Eastern Fine Paper and Pulp’s 
Stan-Pak Run-Rite line “provides 
buyers with a choice of 525 items 
of office-size papers.” There are 33 
paper grades in this assortment. 

+ for more details circle 306, page ‘31 


Sulphite Bond .. 

Wausau Paper Co.’s Wausau Bond 
is being shown in popular weights, 
wove, laid and ripple finishes, white 
and 11 colors. 


+ fer more details circle 307, page 131 





STEP THROUGH THESE DOORS 


into a new world of advanced methods of offset reproduction and binding 
built around old-world attention to detail—by craftsmen 
long skilled in their trades. 


RAYNER LITHOGRAPHING COMPANY 


2801 WEST 47TH STREET, CHICAGO 32, ILLINOIS « TELEPHONE: CLiffside 4-7272 





* 12906 * 
OVER 54 YEARS OF CUTS TANDING SERVICE 


Gold Cover 


In métallic ink, the holes in the center of the 


nice round letters let the four-color printing shine through 


In the stamp industry, the intro- 
duction of a new catalog is always 
an exciting time, but in the case of 
the Gold Bond Stamp Co. pre- 
planned excitement was created. 

A great deal of attention was 
given to the collateral material used 
in the introduction of the Gold Bond 
catalog. 

The cover of the new Gift Book 
utilizes a metallic gold stock devel- 
oped expressly for Gold Bond. The 
design of greyed letter on gold is 
very understated and Gold Bond 
wanted an introductory piece which 
would set off the elegance of their 
book. 


> A copy line about the book gave 
birth to the idea! 

A salesman said on first seeing 
the catalog, “It’s so beautiful it’s a 
gift in itself”! This set the theme of 
the introductory catalog promotion 
and for the packaging of 20,000 
catalogs to be mailed to a special 
list. 


> The wrapper, developed by Wayne 
Smith of The Holden Printing Co., 
Minneapolis, is actually a box. Done 
in black and gold on white, the box 
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opens up to reveal the dramatic 
gold die-cut cover. Flaps over the 
top and bottom of the cover do not 
interfere with the cover design and 
offer the opportunity for two mes- 
sages. 

On the top flap, script reads 
“Here is your personal copy.” The 
bottom flap points up pertinent sell- 
ing facts about the new catalog tell- 
ing that it is “the pace-setter for 
the entire industry — is 20% larger 
— has 28% more items,” etc. 

Because it was desirable that these 
packages be opened by the person 


to whom they are sent the “box- 
wrap” was inserted in a large white 
envelope well arrowed with copy 
reading “Confidential to be 
opened only by . . .”. The arrow, 
naturally, pointed to the address. 


> These envelopes were mailed to 
the more than 1,000 employes with 
a letter from Gold Bond president 
Curtis L. Carlson, telling them that 
it is their efficiency and enthusiasm 
that has enabled Gold Bond to be 
the fastest growing company in 
America. In his letter Mr. Carlson 





LATEST FROM LINOTYPE 


ABCDEF 123456 
GHIJKL 7890$ 
MNOPQR 123456 

STUVWX 7890£ 
YZ&EAE % *Ttta§ 
You are reading 14 point Linotype Primer, latest 
and largest size in this all-purpose Linotype series. 
Primer’s growing popularity has led us to cut this 
new size and reduce the price on 6, 8, 9 and 10 point 
matrices. In the short period since its creation, Prim- 
er has become known as an effective, no nonsense 
text-face in business printing, book work and adver- 
tising. As the name implies, Primer is intended for 
use wherever text-book clarity and dignity are essen- 
tial. Recently a major American publisher tested 
more than forty types to determine which best with- 
stood the rigors of rubber plate printing. Linotype 
Primer was found the clearest. We are not surprised. 
Dissatisfied with existing textbook faces, we cut 
Primer to be plain and clear and to remain so under 
all conditions. For a specimen write Mergenthaler 
Linotype Company, 29 Ryerson St, Brooklyn 5, N Y. 
ABCDEF 
GHIJKL 
MNOPQR 
STUVWX 
YZ&AE 


abcdefg 
hijklmn 
opqrstu 
VWXyzZe 
oe fi fl ff ffi ffl 


PRIMER LARGE & CLEAR 
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© U.S. Pat. 2480917 


CLAREPORTo 
REPORT COVERS 


WITH THE TRANSPARENT FRONT 
Holds up to 2” of paper 
Makes a “show window" for more effective 
presentations, reports, catalogs, surveys, etc. 
Clareport Regular has a clear acetate front 
and a back of Stratmore Beau Brilliant 
cover stock—choice of 9 smart colors. 
100 @ 3é ea—1000 @ 30c ea. 
Write for FREE SAMPLE 
Clareport Deluxe has a heavier acetate 


front with a rugged simulated leather back 
choice of 6 smart colors. 


12 @ 65c ea. Sample @ 75 
Both kinds hold 11" by 8!/2" sheets. 


@ Belford specializes in stock and custom- 
made easel and presentation binders. Your prob- 
lem solved quickly and inexpensively. 


®2ZOHHC®e® @®O 


Creative Binders for Advertising & Selling 
317 W. 47th St., New York 36 PL. 7-5950 


HANSON 
MU-MICKEL 


THE MODERN ELECTRO 


Here’s dramatic proof of letterpress 
progress through research and de- 
velopment. The Hanson Nu-Nickel 
Electro gives you more halftone 
detail and a harder, longer-wearing 
surface. Moreover, it’s pneumati 
cally cast and Consoleveled for 
greater strength and uniform print- 
ing. Phone or write for details. 


HANSON Electrotype Company 
9th & Sansom Sts., Phila, 7 WAinut 2-5567 


s 
‘s 


The PROGRESS * HANSON * PROGRESSIVE Grow 
f Amer s Most Complete 
ts Organizations 


Branches: 
New York + Newark « Lancaster ¢ Wilmington 
Baltimore + Wash.ngton + Richmond « Charlotte 
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manages to subtly let the employe, 
who might not realize it, know that 
this is a truly outstanding book. 
Any praise Mr. Carlson makes 
about his book is justified. It is an 
outstanding book and introduces an 
entirely new concept of merchan- 
dising to the catalog industry. Let- 
ters telling this story, and of how 
important a competitive weapon a 
catalog is, also went to key execu- 
tives of Gold Bond’s major accounts 
and to almost 15,000 associate ac- 
counts. Store managers of the nearly 
2,000 food markets now giving Gold 
Bond Stamps also received their 
personal copy well in advance of 
the copies they will receive for their 
catalog introduction promotion. 
Every Gold Bond supplier will 
receive a personal copy of the new 
Gold Bond Gift Book along with a 
personal note from the head of the 
Gold Bond buying organization. 


> But that’s not all! 

Sherle McGehee Lowe, Gold 
Bond’s Catalog Coordinator, sent a 
copy along with a personal thank- 
you note to the several hundred 
people at the Whitaker-Guernsey 
Art studio and the R. R. Donnelly 
Co., who were involved in the pro- 
duction of the book. 

As an unique touch, she attached 
a copy of a letter which she had 
mailed to a long list of Chicago 
agency and art executives. In this 
letter she paid tribute to Chicago 
talent and made them aware of a 
book which is destined to set the 
same pace for catalogs as McCalls 
has done for magazines. 

She points out that being from 
Chicago they are in much better 
position to give these people the pat 
on the back they deserve. 

In an obvious (but nice!) com- 
mercial plug at the end of the letter 
she says, “If you see Al Shutt from 
R. R. Donnelly (our printer) or 
Clay Timon of Whitaker-Guernsey 
(our art studio), you might tell them 
you saw the book. You see, this is 
our way of saying thank you to two 
wonderful guys and to two super- 
lative staffs.” 


> Because everyone connected with 
the Gold Bond Book had been 
thinking in exclamation points ever 
since the first transparencies of the 
book were okayed, the collateral 
material developed by Sherm Pehr- 
son of Minneapolis was okayed at 
first glance. 

His assignment was to develop 
drop-in ad units for supermarkets 
and window display material for 
both food and associate accounts. 

His theme of huge exclamation 
points set off the elegant cover and 
offered a way to make several copy 


FLY AWAY TO FUN 


to Hawaii... the Orient...or Alaska on 
NORTHWEST (:/c“ AIRLINES 


Tie-in Poster . . . This helped to promote: 
tours, was used in airline offices as well: 
as in supermarkets. 


points effectively. 

Many of the Gold Bond divisions: 
will introduce the catalog with the 
famous Gold Bond “Wish-A-Gift” 
promotion which was introduced 
several years ago. 

The interesting element in this 
promotion is what it does to catalog. 
readership. 


> When the customer receives her 
new catalog she is given a “Wish- 
A-Gift” certificate. To pick her own 
prize she must read the new cata- 
log. After she has done this she fills 
it in, deposits it, and waits for the 
drawing and announcement of win- 
ners. This year, as a new innovation, 
winners are also eligible for region- 
al grand prizes. 

Along with catalog “exclamation 
point” and “Wish-A-Gift” display 
pieces, Gold Bond furnishes a “Fly- 
A-Way to Fun” display piece tied 
in with a double spread in the cata- 
log promoting Northwest Airlines 
Tours to the Orient, Hawaii and 
Alaska. 


> And that’s not all! 

Copies of the catalog in the ad- 
vance mailing wrap along with 
samples of the display piece were 
sent to a long line of Northwest 
executives. And, of course, copy and 
glossies were furnished to North- 
west’s publicity department with a 
note encouraging them to use them. 

Newspaper releases were sent to 
most towns in 37 states announcing 
the distribution of the new Gold 
Bond catalog. These were filled with 
color tid-bits like the fact that the 
covers alone took over 200 tons of 
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SEE MORTON aa pe S IDEA-PROVOKING 


bet att) tee its 7 ot = =a i 
Fe 


a 


Give your “graphic grey matter” a spring cleaning! See Morton Goldsholl’s new color-sound 
film, “This is Texoprint’’—featuring the very latest in visual design and graphic technique, 
set to a swinging jazz score. It dramatically illustrates the versatility of Texoprint® plastic 


printing paper—the paper with the fee/ of fine leather—the paper you can wash/ It’s a must 
see—and it’s free! 


KIMBERLY-CLARK CORPORATION NEENAH, WISCONSIN 


| am interested in viewing a print of “‘This is Texoprint.”’ Please send me details about obtaining one. 


NAME -—— — —— : Zz baewn: FIRM NAME- 


ADDRESS 





paiasmenicenenpesiinnnesiemesiiaonainane ZONE — STATE—____.._. 





Now he can 


Escape 


Rheumatic 
Fever 


Medical science has scored 
against a major childhood 
menace. Rheumatic fever and 
rheumatic heart disease now 
can be prevented through 
prompt treatment of “strep” 
infections. 


TO SAFEGUARD 
YOUR CHILD — 


if he has a bad sore throat, call 
your physician — especially if 
there is a high fever, swollen 
neck glands, difficulty in swal- 
lowing, nausea or vomiting. 


For medical advice, 
see your doctor. 


For more information, 


ask your Heart Association. 


For greater advances 
against heart disease, 


GIVE ; 





a specially developed gold metallic 
paper (or enough to fill 10 railroad 


| cars). 


No publicity release or photo was 


| duplicated to any trade paper. 


Everyone got one, but everyone had 


| an original slant. 


And even Minneapolis was not 


| forgotten. 


Ad agency and art executives 


| were all asked to share in the pride 


that a Minneapolis company had 


| developed a catalog “which intro- 


duces an entirely new concept of 
merchandising to the catalog in- 
dustry.” 

So that Mrs. Lowe or Gold Bond 
Ad Manager Clayt Lisy would not 


| be bombarded with presentations 


from local studios, Mrs. Lowe’s let- 


| ter carefully pointed out, “Because 
| our quantity is so very large... 


over 10 million and the number of 


items to be handled so huge . . 
| almost 2,000 . . 


. it is not practical 
to produce our book locally. But 


| the local influence is there! We’ve 
| used Harold Holden as a printing 
| consultant, and have worked'glosely 
| with many of Minneapolis’ top de- 


signers like Sherm Pehrson, Merlin 


| Krupp and Tom Blessing. All these 
| fine talents have influenced our de- 
| velopment and helped increase the 


over-all design influence in all the 


| materials produced by Gold Bond.” 


| > To wrap it up, the catalog in its 
| box and envelope was sent, with a 
| complete report of publicity activi- 
ties and copies of letters and stats 


of publicity, to the Gold Bond ex- 


| ecutive committee and to the mem- 


| bers of the board. 


Can a catalog be a public relation 


| tool? It seems so, doesn’t it? 44 


Pre-Printed Roto Color 
Described in Booklet 


How full-color advertising in 
newspapers can be made available 
to any advertiser in any location is 
the subject of a booklet being of- 
fered by the Hi-Fi Color Adver- 
tising Service, New York. 

The company offers a rotogravure 
pre-printed service. Cylinders are 
furnished by the advertiser. The 
material is printed on one side of a 
continuous newsprint web on any 
one of three different grades of 
newsprint. It is then delivered in 
roll form to the scheduled news- 
papers. Rolls are delivered in the 
page width, roll diameter and core 
size required by each paper. De- 
livery is either by freight car or 
truck. 

Copies of the booklet are avail- 


able. 


. for more details circle 308, page 131 


Acco Binders Offered 
In Different Colors 


Notebook-binders in a wide range 
of colors, an aid to coding as well as 
style, are being offered by Acco 
Products, Ogdensburg, N.Y. 

Uses suggested include business 
presentations, manuals, catalogs and 
price lists. They can be ordered 
with die-cut panel and acetate win- 
dow, or imprinted or embossed with 
company name or emblem. 

Retailing at 80c each, the binders 
are available in turquoise, royal 
blue, palm green, yellow, tangerine, 
executive red, dark green, red and 
blue. 44 


to your ® 


HEART FUND 


Milestone . . . When the architectural firm of Skidmore, Owings & Merrill designed 
the 52-story Union Carbide Building in New York its specifications covered everything 
in the building from ashtrays to foundations. It may be the first time that a firm of 
architects has specified the graphics to be used. SOM’s design division specified that 
lettering would be Improvenu by Photo-Lettering Inc., 216 E. 45th St., New York. 
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vues 


arrested bs ; 


by the color of the new VPD products on this page? Think, 
then, how many important eyes you can arrest...how many 


strong impressions you can make with VPD VISI/ BELLES* 
and VPD BRIEF/HOLDERS”. 


ay ma * & ; 


A ‘oh: ee YS VPD BRIEF/HOLDER* 
a | ; 4 besiuetl alii aii Y . (Top Photo) 
Smart vinyl holder for the ubiquitous 
ruled pads (legal or letter size). 
e Easy to write in...on lap, 

on desk, en route. 
© Can be personalized — 

for giving or keeping. 

From $2.00 up. 


VPD VISI/BELLE* 
(Bottom Photo) 
Report Cover with See-Thru 
COLOR front! 
e An impressive way to present 
Reports, Proposals, Papers. 


e Transparent acetate cover in color 
(Green, Blue, Amber) or Clear, 
with color backs. 38¢ each 


JOSHUA MEIER COMPANY, INC. 
601 West 26th Street ° New York 1, N. Y. 
Manufacturers of ready-made and custom-made: 
Binders, Plastic Protectors for books, cards and papers. 


Please send VPD Sales Binder Reference Book 


showing over 400 styles of ready-made Binders 
and Easel Presentations 


The name of my office supply dealer is: 





Flexographic Winners 


SATURDAY 
NOV. 21 


11:15 P.M. 
wez Ch @ 


GARY 
COOPER 


Enjoy the show with “Gehaefer All Around!” 


These four were the top winners in the second competition 


sponsored by the Flexographic Technical Assn. First award in the paper division went 
to Meyer-Pak, div. of Frank C. Meyer Co. Inc. for its shoe box in lavender ink for A. 
S. Beck. The top packaging award went to Topflight Corp. for its label roll in black 
on yellow on aluminum foil, for the Holland Furnace Co. The judges commented on 
the remarkable cleanliness of impression on a hard, unresilient surface. Dairypak 
Butler Inc. took first award in the paper board category for its juice carton for Bos- 


well’s 


with a 65-line screen halftone 


Color Planning Guide 
issued by Colortone 


Colortone Press, 2412 17th St.., 
Washington, has issued a two-vol- 
ume work, “The Color Planning 
Guide,” which, it says, enables you 
to reproduce all “of the colors of 
the rainbow with only red, yellow, 
blue and black.” 

The book is designed for artists, 
designers, printers, advertising and 
public relations firms, or 
who employs color in his printing. 

According to the company, “The 
book has been in the making fo: 
two years. It was developed by 
Colortone craftsmen studying ways 
to obtain more consistent color ac- 
curacy in four-color process print- 
ing. When the research was com- 
pleted it was decided to put the find- 
ings into book form .. . It is not a 
percentage sheet but a simple grid 
system which identifies the color.” 

Screen values are not designated 
in the work because “they vary 
from shop to shop. Also the inks 
vary even though they may be pur- 


anyone 


using green type and red company emblem on a solid yellow background. Top 
award in film, as well as ‘Best of Show”, 
by Goodren Products Corp. for Schaefer beer 


went to an all-reverse printed poster 
It used gold, black, white, red and gray 


chased from the same ink manu- 
facturer.” If a printer is asked to 
match the color specified in The Col- 
or Planning Guide, “. .. he can ex- 
amine the size of the dot and then 
match his own dot. This is much 
simpler in many cases as same litho 
color systems designate 
values from 14 to 314.” 

The two-volume boxed set sells 
for $25 from Colortone. 44 


screen 


Color Printing Samples 
Available from McGrew 


Examples of printing from Henry 
McGrew Printing Inc., color post- 
cards, brochures, catalogs and sales 
literature, are contained in a kit 
being offered by the Kansas City 
company. 

The McGrew firm specializes in 
color printing. Its kit contains a 
price folder with breakdowns on 
prices for various kinds of lithog- 
raphy and such production extras 
as perforating, imprinting, folding 
and scoring, and hole punching. 

. for more details circle 309, page 131 


Sample From Deckler’s 
Produced By New Method 


Deckler’s Inc., a Chicago printing 
firm, has developed a method of 
producing training manuals and 
salesmen’s presentations “eliminat- 
ing many of the costly steps re- 
quired by previous methods.” 

The method combines phototype- 
setting, chemical transfer plates and 
offset printing. 

Copy, usually of the telegraphic, 
headline variety, is set directly on 
photographic paper using film al- 
phabets developed by the Pro-Font 
Division, Davidson Corp. Type is 
exposed directly in layout position 
and transferred to an offset plate 
by a one-step chemical process, 
eliminating the need for camera 
work, masking and_ retouching. 
Plates are run on a small offset 
press, and the finished pages can be 
plastic-bound or punched for in- 
sertion in a loose-leaf binder. 

On runs from 50 to 500 copies, the 
company reports that savings aver- 
age 50 to 75° of convention produc- 
tion costs. 

A sample of a completed job pro- 
duced by this method is available 
on request. 

- for more details circle 310, page 131 


Binders for Business 
Subject of Reprint 


A four-page reprint, “Binders for 
Business,” is being offered by Coast 
Book Cover Co., Los Angeles 54. 

The reprint, from Printing Buyers 
News, describes how to design and 
buy loose-leaf covers for catalogs, 
sales manuals, technical manuals, 
parts books, price books and gives 
information on choosing binding 
metal, cover materials, art prepara- 
tion, typography, cover decorations 
and special events. 

According to Coast Book, the 
reprint contains information valu- 
able to artists, production managers, 
advertising managers, purchasing 
agents, and others involved in book 
cover purchases. 

- for more details circle 311, page 131 





JERRY LEWIS STARS IN HIS PRODUCTION OF CINDERFELLA A PARAMOUNT RELEASE 


Take the bull by the tail! If high costs are horning in on profits, try this smart 
maneuver. Without giving any ground on quality, save on sales folders, catalogs and 
other printed material by specifying Consolidated Enamel Printing Papers. As the 
world’s largest enamel printing paper specialist, Consolidated offers finest quality for 
less. Get the facts and free test sheets from your Consolidated Paper Merchant. He’s 
ready to help you pull in those bigger profits! 


@ 
Available only through your Consolidated Paper Merchant. orccokdetece 


LARGEST ENAMEL PAPER SPECIALIST 


Consolidated Water Power & Paper Co. - Nati. Sales Offices, 135 S. La Salle St., Chicago 





Perhaps the very photograph you need has already been 
taken, but you can’t use it unless you know about it, and 
to do this you must know about stock photo sources. 


By Ed Sachs 
AR Associate Editor 


A stock photo can be a simple 
thing. Take number 270 in the cur- 
rent catalog of Enterprise Photos. 
It’s a black and white picture of a 
pretty girl wearing little more than 
an umbrella strategically placed so 
the picture entertains but can still 
be sent through the mails. And 
then there’s LH-1666-F from the 
Harold Lambert silver anniversary 
catalog. It’s a shot of the White 
House. 

Some leg art . . . and the kind 
of picture almost every tourist takes 
when he visits Washington. Yet 
they’re not as simple and unimpor- 
tant as they seem. Pictures like 
these and the millions of others like 
them in the files of commercial stock 
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photo houses are solving problems 
every day for advertising art buy- 
ers, sales promotion executives and 
house organ editors. 

When an advertising manager in 
Des Moines wants a picture of a 
pretty girl like Number 270 for an 
announcement of a sales contest, he 
might not have the time or the 
money to get it taken. How much 
simpler to order stock from a photo 
library. And that house organ in 
Buffalo has a story on a trip to 
Washingion by the president of the 
company. The president didn’t take 
any pictures but he has quite a lot 
to say about Washington. And the 
stock shot, LH-1666-F, is the perfect 
illustration. 


> There are those who damn stock 
photos with faint praise. They ad- 


mit that the stock shots are often 
technically perfect. Yet the low 
price tag on some of them have 
convinced these critics that the 
pictures can’t be very good. Fre- 
quently, this is a viewpoint voiced 
by art directors of very large ad- 
vertising agencies. These men are 
used to thinking in terms of $600 
for a black and white shot and 
$1,000 for color pictures. When you 
consider that for some uses, a black 
and white stock photo may be pur- 
chased for as low as $15, you can 
see where price snobbery can de- 
velop. 

And then there are the people 
who asked a stock photo house for 
“a very simple picture” and the 
house didn’t have it in stock. The 
simple picture was a shot of a tall 
man who looked something like 
Gen. Pershing, standing before a 
1932 Buick, while waving an Amer- 
ican flag. 

A little far-fetched? Not really. 
Stock photo houses can tell you of 
strange requests they get every 
working day. And they point out 
in most situations where a specific 
product or personality is wanted, 
the stock photo house is an unlikely 
source. Pictures of this nature have 
such uncommon use, that it doesn’t 
pay the stock photo house to keep 
them on file. This is an assignment 
for a photographer. 


> When should you use a stock 
photo? 





1. When you haven’t a large budg- 
et. 


2. When you haven’t much time. 


3. When a hard-to-define quality is 
needed in the picture. 


4. When it would be impossible, or 
at best, difficult, to get the picture. 


Let’s consider each. 


1. A budget is a relative thing. If 
you are buying an advertising pic- 
ture to be used in a advertisement 
for a quality combination radio-tv 
set, to run in a publication like 
The New Yorker, it is assumed that 
you'll have enough funds to hire a 
good photographer, the specific 
model he wants, have available all 
sorts of props, and enough time to 
get the picture correct in all details, 
down to the hairstyle of the model. 
However, if you are working on a 
small budget, and you want a fairly 
easy picture to obtain, say a small 
boy and a dog, for use in a bul- 
letin for salesmen, then you can 
save a great deal of money by con- 
tacting any good commercial stock 
photo source, rather than have a 
photographer make a specific pic- 
ture for you. 


2. You need a picture of a nice old 
lady in a rocking chair, a lace shawl 
around her nice old shoulders, rock- 
ing in her nice old rocker before a 
big fire, and you need the picture 
by Wednesday to meet an advertis- 
ing deadline for a major business 
magazine ad. It’s much safer to get 
this kind of a picture from a stock 

++. continued on p. 98 


Best Sellers . . . Some classifications of stock photos receive wide use, 
year after year. On these pages you'll find examples of each. The 
Baby, (Douglas Mack), is always in demand. This model, by the way, 
is now a nine-year-old. Almost every studio has an ample file of pic- 
tures of pretty Girls, (Enterprise), in poses ranging from the seductive 
to the ridiculous. Historical shots, (The Bettman Archive), are the most 
frequently-used of the specialized pictures. This shot of a unit of the 
Cleveland fire department dates from the turn of the century. Animals, 
especially the noble Dog, (Kaufmann and Fabry), have almost universal 
appeal be they mutts, bluebloods or a little of each. Finally, there is 
the high skies and beautiful landscape of the Scenic. (UP!) 
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“UPI CASE HISTORIES Provide 


UPI REPORTS 
PROVIDED 
mee 
FACTS FOR 


iMRI (hs 
MATERIALS 


“When UPI Field Photo And User Reports Came In, We 
Felt Like Miners Who Had Struck A Mother Lode, So 
Many Uses Suggested Themselves!” 


FIELD PHOTO and USER REPORTS * PRODUCT APPLICATION PHOTO. 
GRAPHS ¢ PUBLICITY and EDITORIAL PHOTOGRAPHS « PRODUCT 
PHOTOGRAPHS « COLOR PHOTOGRAPHS 


¢ STOCK PHOTOGRAPHS 
TELEPHOTO TRANSMISSIONS 


¢ SPECIAL PHOTO ASSIGNMENTS 
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Specific Evidence of Success... 


Rather than General Claims” say Ad Agency 


and Advertiser (AMCHEM Products, Inc.) 


Jeff Wilson, Vice President, Al Paul Lefton Company, 
Inc., reports: 


“It was our conviction that the metalworking ad- 
vertising of our client, Amchem Products, Inc. —a 
specialty chemical company that is a leader in its 
field — had to provide evidence . . . pictorial evi- 
dence . . . evidence in direct quotes . . . incontro- 
vertible evidence that Amchem products were per- 
forming efficiently for many of the most successful 
companies in the Metalworking industry. 


“To get the facts, the incontrovertible evidence, at 
the lowest cost, we went to the Commercial Photog- 
raphy Division of UPI. Our client is completely sat- 
isfied with the results.” 


Jack Breen, Advertising Manager 
Amchem Products, Inc. reports: 


““‘We’re obtaining, from UPI, authenticated facts our 
own men would have difficulty in obtaining. We’re 
getting pictures that illustrate our story — and we’re 
getting them in a hurry! Take it from me, UPI case 
histories are worth their weight in gold!” 


UPI Reporter-Photographer Teams 
Traveled To 16 Far-Flung Locations 
To Wrap Up 13 Assignments in Record Time 


The photos at the left are only a few of the many 
provided Amchem by UPI photographers carrying 
out their share of 13 assignments in 16 locations 
across the country ... from North Dighton, Mass., 
to San Leandro, Calif.! 


UPI reporters supplied scores of convincing testi- 
monials through interviews with numerous top-level 
executives of Amchem customers — presidents; 
v.p.’s; general, plant and production managers; 
secretary-treasurers; superintendents; supervisors 
and purchasing agents. 


Amchem’s Advertising Manager Breen says: “The 
UPI name has lent prestige to case history coverage 
because of UPI’s reputation, and has even brought 
a customer vice president back to his plant in the 
middle of a vacation because he wanted to be inter- 
viewed by UPI!” 
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house (little old ladies appear in 
thousands of stock shots) than have 
it photographed. The photographer’s 
picture might not turn out. Most 
stock houses can give you 24-hour 
service on a black and white pic- 
ture. Taking this in consideration, 
it seems the better practice to order 
the picture rather than risk missing 
a deadline while your photographer 
is taking a new picture. 


3. Your firm puts out a calendar. 
Last year you used pretty girls. 
Your boss didn’t like it and has 
asked you to use pictures “that 
feature animals. And say, why not 
get them doing things we usually 
associate with humans? You know, 
a dog looking at a tv set, a monkey 
smoking a pipe, a horse looking 
through a store window. Something 
like that should be fairly easy to 
get.” 

Actually, this kind of picture isn’t 
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too difficult to come by and asking 
a stock photo house to find it is a 
lot easier than attempting to get a 
bored canine to watch television or 
a balky horse to look through a spe- 
cific store window. The stock photo 
library may not have just the pic- 
ture you want but in its animal files 
it is likely to come up with some- 
thing so close to what you want, a 
goat drinking through a straw, a 
seal juggling a ball, a rabbit in a 
highchair, that you can give up your 
first pictorial concept and accept a 
second. 

Stock photo houses can’t always 
give you what you want. But they 
can come so close, it’s better to 
change your requirements than to 
go on looking for the specific shot 
you had in mind. Pix Biz, mailing 
piece of Free-Lance Photographers 
Guild Inc., New York, made this 
point very well in a recent issue: 

“Call for stock pictures when you 


need a plus quality; an unusually 
fetching expression in a baby, a 
delicate nuance of charm and grace 
in a girl, an undefinable illusion of 
naturalness and spontaneity in the 
family group. Often these qualities 
are unobtainable in a whole month 
of shooting on assignment; try as 
he will, the best photographer in 
the world often cannot manufacture 
the precise charming and believable 
concatenation of model’s mood, 
lighting and chance felicity which 
a stock picture has captured at some 
lucky hour.” 


4. If you need a picture of the 
Johnstown flood, the best and 
quickest way to get it is from a 
stock picture source. And that goes 
for a picture of Teddy Roosevelt or 
the German army marching off to 
fight for the Kaiser. True, some 
museums and historical collectors 
may have such prints but few of 





us know offhand these people’s lo- 
cation. And, in this classification, New Low Prices for 


isn’t it ier to buy an aerial pic- | 

ture of Cleveland than waiting or | EK TACOLOR PRINTS 
a clear day and a photographer who | 

can handle aerial photography to 


4x5or 
take the picture for you? 7 


Quantity Smaller 5x7 8x 10 11x 14 16 x 20 
» r= situati 

cha oak, aaa = ean 1 $ 3.00 ea. $ 4.00€c. $ 7.50ea. $12.50 ea. $25.00 ea. 
photo but either arrange for it to | 6 1.00ec. 1.50ea. 2.50ea. 600ea. 20.00 ea. 
be taken or follow a different pic- | 


torial procurement process. 12 -90 ea. 1.00 ea. 1.85 ea. 5.50 ea. 15.00 ea. 
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69 or the latest model Ford, you’d | 50 70 ea. 75 ea. 1.50 ea. 4.00 ea. 7.00 ea. 

better have it taken. Stock houses | 

don’t carry this kind of picture be- | 100 or more 55 ea. 70 ea. 1.35 ea. 3.25 ea. 6.00 ea. 

cause most users of a picture of a | 
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specific brand name showing. The 
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’ could easily be out of date before it | much as 20% for some sizes, are being passed on to you in 
had earned its keep in sales. the new price lists. ..... Ektacolor color prints are the 


Similarly, food shots are usually most versatile weapon in the sales promotion arsenal. If 
unobtainable from stock houses. 


you aren’t familiar with them, write today for your free 

In cases where a call to a stock | sample of a full color Ektacol int 
photo house is not recommended, it | pee Oo. ee cone yee 
does not necessarily follow that 
hiring a photographer is the only 
alternative. There are quite a few | 119 WEST HUBBARD ST./CHICAGO 10, ILL. 
industries, companies, trade associ- | a 
ations, countries, states and cities | 
which maintain large files of pub- | 
licity photos and will be only too 
glad to give them to you, in the 
majority of cases, free, or for a very 
small fee. 





For example, one of the major | ’ 
camera companies is only too glad | w teh ey 
to furnish you with a picture of a | Xs : 
beautiful model in a bathing suit. . 


But you can bet that she will be | 
taking a picture with its brand of 
camera. A state like Florida will be | 


a good source if you want a picture 
of an orange grove. And the Ameri- 


can Telephone and Telegraph Co. tz STOCK 
has a lot of nice family shots in col- | { 


or they make available for a small 


fee . . . but don’t be surprised if a 


telephone is in each picture. , . PHOTO 


> Some of the major newspapers | 
have a stock photo division and they ve C ATALOG 
are very good sources for news | 
story pictures such as FDR return- 
ing from Yalta, Babe Ruth at the 
_— Huey Long giving a speech, | new catalog of photos specially 
Other stock photo sources include | created to meet the advertising 
some public libraries,some branches | | and editorial needs of today 
of the federal government, some | d . 
museums and various private his- : ne See See 
torical collections. 
If you’re interested in looking into | Absolutely 
these possibilities of these sources | : ys 
a good starting place is Picture | FREE Limited Supply 
Sources, a publication of Special | a 
Libraries Assn., 31 E. 10th St., New | Write Dept. R 
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Largest, most comprehensive, all 
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> Which photo house should you 
deal with? 

One rule of thumb might be to 
pick one near you geographically. 
This means that you can make a 
personal visit and perhaps see pic- 
tures that aren’t in the catalog. If 
you don’t consider this important, 
then you can deal with any legiti- 
mate stock picture house. All the 
good ones say they can get a black 
and white picture to you within 24 
hours and a color shot within two 
weeks, 

Most of the larger houses deny 
they have a specialty and advertise 
that they can fill almost any need. 
For example, in the list of classifi- 
cations in the files of a typical larger 
firm there are 102 different special- 
ties. 

To name just a few of them: 
Actors, babies, babies with adults, 
birds, cattle, crowds, dogs, Easter, 
fires, golf, holidays, interiors, law, 
money, office, picnics, poultry, sce- 
nic, social, symbolic, tennis, voting, 
workmen and zoological. 

Some of the other firms specialize. 
For instance, Constance Bannister 
is well known for pictures of babies, 
as is Douglas Mack. Kaufmann & 
Fabry is a large picture house with 
many classifications in its files in- 
cluding some very good shots of old 
Chicago. The Bettmann Archive 
Inc. is a very good source for pic- 
tures from another era, while Dick 
Smith has a large file of winter and 
ski shots. 


> What procedure should you follow 
dealing with a stock photo house? 
Dr. Otto Bettmann, director of The 
Bettmann Archive, says: 

“When you are stymied for the 
right idea to put your point across, 
or when you have the idea but lack 
the striking and unusual illustra- 
tions to capture your reader’s at- 
tention — come to us for help. Give 
us a theme and a little explanation 
of the idea you want to put across 
and within 24 hours a package of 


Coming Next Month! 


prints and photos will be on your 
desk.” 

In addition to promising 24 hours 
service, the photo houses stress that 
the more they know about your 
needs, the better and faster they 
can serve you. 

If you ask a photo house for a 
picture that gives “. . a feeling of 
cold,” they'll find it harder to meet 
your requirements than if your re- 
quest had read “We need a picture 
for an ad we are preparing which 
will summarize our annual report. 
As you know we make air condi- 
tioners and if you can find some 
picture that seems to fit in with 
what our products do, we'll use it.” 


> How much will it cost? 

Here is a typical price schedule 
from one stock photo house: b/w, 
standard subjects, reproduction 
rights, one use, $15; b/w standard 
subjects, reproduction rights, one 
use by a nonprofit organization, 
$12.50; b/w, layout use only, no 
reproduction, $10; color transpar- 
encies, 4x5” or larger, repro., one 
use only, $100 up; color prints, 
8x10”, Ektacolor, repro., one use, 
$25 up; aerials, foreign and illus- 
tration type, b/w, $25 up. 

This price schedule is not the 
precise one followed by all the stock 
photo houses but it is close enough 
to be competitive. When you get 
down to costs in this field you are 
also buying talent as well as a 
picture. Certain photographers get 
more for their work than others. 
If you are going to buy 12 color 
transparencies to use in calendars 
which may be sent out to 500,000 
homes you must expect to pay more 
than for 12 color transparencies that 
you are going to use for a series of 
house organ covers for a publication 
with a total circulation of 950. 


> Leslie Jacobi, Publix Pictorial 
Service Inc., Chicago, gives a reason 
for existence for stock photos that 
is hard to argue with: 
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“WUehoose. helps you multiply color effects! 
COFrrset 


When you choose Nekoosa Offset, you can choose from 
9 beautiful pastel colors (and white, of course). Opportunities for unusual 
color-on-color printing combinations are almost unlimited. And, in addi- 
tion, Nekoosa Offset offers a wide choice of weights and special finishes. 


NEKOOSA-EDWARDS PAPER COMPANY, PORT EDWARDS, WISCONSIN 


MILLS AT PORT EDWARDS AND NEKOOSA, WISCONSIN, AND POTSDAM, NEW YORK 
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“For one thing, a stock photo- 
graph costs less money than any- 
thing which is specially produced. 
And if we offer a customer a stock 
photograph we always give them a 
large selection to choose from. In 
those cases where the customer has 
had pictures taken on a special as- 
signment basis, he seldom can 
match this variety of selection.” 

The next time you are preparing 
something that needs a picture . 
remember the stock photo, it can 
save you time, money and worry. ¢¢ 


Projector Specification 
Sheet Issued by Goodkin 


A temporary specification sheet 
on the Goodkin Model B Projector 
has been issued by the M. P. Good- 
kin Co., Newark, N.J. 

According to the company, art- 
work, layouts, scaling and _ silk- 
screen stencils can all be accom- 
plished through use of the Model B. 
In explanation, the sheet points out 
that for artwork, layouts and scal- 
ing, the image is projected up 
through the working surface onto 
tracing paper, eliminating hand 
shadow. Price listed, F.O.B. Newark, 
is $285. 

Copies of the temporary specifi- 
cation sheet are available. 

. for more details circle 312, page 131 


Drawing Timesavers 
Listed in Catalog 


What are described as “763 addi- 
tional time savers to relieve the 
tedium of routine drawing” for 
artists, mapmakers, draftsmen and 
chartmakers are contained in a new 
catalog offered by Chart-Pak Inc., 
Leeds, Mass., manufacturers of pre- 
printed pressure-sensitive tapes, 
symbols and sheets for use in prep- 
aration of graphic visual aids. 

The catalogs lists various tapes, 
tape-pens, planning boards and 
sheets, templates, office and plant 
layouts, rectangles, circles and sym- 
bols, work flow and data processing 
and other products for use by 
craftsmen working in these fields. 

Copies are available. 

. for more details circle 313, page 131 


Civil War Art Released 
By Harry Volk Jr. Studio 


A series of GrafikLine illustra- 
tions made directly from original 
Civil War photographs has been re- 
leased by Harry Volk Jr. Art Studio, 
Pleasantville, N.J. 

The illustrations, for advertising 


or editorial use in connection with | 
the Civil War Centennial are in- | 


cluded in the service’s “Art Direc- 


tor’s Clip Kit,” a ready-to-use art | 
service which is released monthly. | 

The GrafikLine technique con- | 
verts a continuous tone photograph 


into black-and-white line art with- 
out the conventional 


The method holds 


version techniques. 


The artwork was made direct | 
prints by | 
distin- | 
guished Civil War photographer. 44 | 


from original 
Alexander 


contact 
Gardner, the 


FilmoStat Described 
In Company Brochure 


The FilmoStat is described in a | 


brochure being offered by the Stat- 
master Corp., Hialeah, Fla. 


The product is a stat camera, film | 


process camera, enlarger, contact 
printer and lucy incorporated into a 
portable darkroom that 
48x48” of floor space. The Filmo- 


Stat also is offered without dark- | 


room for installation through ex- 
isting walls. 

The brochure describes how the 
product is used in art studios, ad 
agencies, typographic shops, depart- 
ment stores, inplant art departments 
and other businesses requiring re- 
production quality stats, veloxes, 
photo prints, etc. 

+ for more details circle 314, page 131 


Saral Transfer Paper 
Adds White to Line 


White has been added to the num- | 
ber of tones available in Saral, the | 
specialized transfer paper for art- | 
ists, the manufacturer, S. B. Al- | 


bertis, 5 Tudor City, New York 17, 
has announced. 


Standard red, blue, yellow and | 


graphite black have been available 
in the waxless, greaseless transfer 
material. 

Features of the line, according to 
the company, are easy erasure, ab- 
sence of bleed or crawl and ability 


to lay lightly on paper surfaces. It | 
also will not retard ink or water | 


color. 
New white Saral, specially de- 


signed for reverse drawings on dark | 
background, is clean to touch and 


will not powder off. 
Saral comes in boxed rolls 12’ 
long and 1214” wide. 44 


halftone | 
screen. A long tonal scale, good de- | 
finition and wide latitude of reduc- | 
tion or enlargement are characteris- | 
tics of the GrafikLine reproduction. 
middle-tone | 
values and definition — a weakness | 
with conventional tone-to-line con- | 


occupies | 





EKTACOLOR 
Type C Prints 


PROFESSIONAL STANDARDS 


QUANTITY 
PHOTOS 
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Your direct 
mail says 


“OPEN THIS FIRST” 


when it comes in a 
U.S.E. Mono Outlook® 
envelope 


In the continuing battle to get your direct mail read, the envelope 
it arrives in can play an important part. U.S.E.’s Mono Outlook 
is one such envelope. Its look of importance makes it stand out from 
the crowd of other mail. Its whole appearance says, “Open this 
first !”” And it is just one of many U.S.E. Outlook Window envelopes. 

All U.S.E. Outlooks save addressing costs. The letter heading 
that personalizes your direct mail serves as the outside address as 
well. And the unique, one-piece Mono Outlook assures smooth, 
trouble-free machine inserting. 

Don’t overlook the envelope as a creative and action-producing 
part of any direct mail campaign, United States Envelope offers a 


wide variety of standard and special duty envelopes to serve every 
direct mail purpose. 


FREE ENVELOPE 
SELECTOR CHART 


Put more than 70 
envelope ideas at 
your finger tips. This 
handy guide shows 
70 standard styles 
and cross references 
them by size. Also in- 
cludes timely tips for 
the efficient use of 
envelopes. Write Ad- 
vertising Manager for 
your free copy plus 
samples of the 
unique, one-piece 
Mono Outlook enve- 
lope. 


Re 
UNITED STATES ENVELOPE COMPANY lS 
Pr CeCe Lee. SS oS ee ee ee 


CHICAGO *« WAUKEGAN « DALLAS ¢ LOS ANGELES + SAN FRANCISCO 
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Using What's Available . 


\—- 
Predict Hike 


_ 


- Raytheon made an inexpensive 
campaign look big by attaching simple covering memos to 


TIME YOUR . 
ARRIVAL 


~ for Haircuts 


on Saturday 


How to Make an Impression 
with Almost no Money 


Raytheon had news to tell, but its 
budget was limited. It found an 


ingenious way out of its dilemma. 


Generally, you need a good chunk 
of money to do a big job in promo- 
tional direct mail. Pharmaceutical 
companies often consider 50¢ a fair 
price to blast through to doctor 
consciousness. Leading national me- 
dia will run over the $1 mark, per 
mailing, to get a reading on the 
desks of sophisticated and over- 
mailed admen. 

There are two quick alternatives 
to big-budget direct mail: 

1. a stock campaign from a direct 
mail service; 


2. an austere effort which may not 
be compatible with the caliber of 
news you have to announce. 

Neither is very satisfactory. 


The Situation . . The Microwave 
Cooking Department of Raytheon’s 
Commercial Apparatus and Systems 
Division had some news to an- 
nounce. Around their Radarange 
Microwave Oven which cooks 
food in seconds instead of minutes, 
minutes instead of hours — Ray- 
theon was ready to spring news 
concerning possibly the most im- 
portant food service development 
since self-service. 

The time was now February, 1960, 
and directly ahead on the calendar, 
the second week in May, the indus- 
try was to gather for its big annual 
conclave — the National Restaurant 
Show. This is where Raytheon 
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San 
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items which were related, but which cost little or nothing, yet 
added bulk and color to the campaign. 


wanted to break the news, to the 
industry, its 200 dealers, and the 
press. 


The Problem . . To get the audi- 
ence to the convention city a day 
before the opening to attend a Ray- 
theon meeting. The Raytheon group 
faced tough competition from a ros- 
ter of unavoidable conflicting meet- 
ings and symposia, including two 
dealer meetings and four food and 
equipment sales meetings. The job 
had to be done within a total con- 
vention budget of $7,000, which had 
to cover booth, a two-hour audio- 
visual sales meeting, and full-week 
expenses for home office and field. 
A total of $750 was allocated to pre- 
meeting direct mail. 


The Solution . . Ralph Leader, 
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YOURS: Outstanding 
Letterhead Design Port- 
folio — created by the 
Advertising Design De- 
partment of world- 
famous Pratt Institute - 
on Parsons King Cotton 
Business Papers. Write 
on your business letterhead 
for Portfolio Number 552. 


Parsons PAPER DIVISION 


MATIONAL VULCANIZED FIBRE CO. 
WOLYOKE, MASSACHUSETTS 


ESONS 





Promotion Men! 


it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . .. world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AR 245, Wilton, Cone. 
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NEW rinest pecais ever MADE 


RUBBERCAL® (plastic decal) is permanent, waterproof, tough 
Easiest applied — without woter in ony weather. Best indoor, out 
door emblems. More economicol. Write for samples. Made only by 


MULTI-COLOR PROCESS CO., Box 1033, Tulsa, Okla. 


23, 000 HIGH SCHOOLS | 
Names and addresses on addressograph 
plates 
Available for addressing 
your direct-mail promotions. 
details, 


For complete write, wire or 


phone... 
SPECIAL CORRESPONDENTS, INC. 


230 East Ohic Street Chicago 11, Illinois 
DElaware 7-1065 


iF: FHOTE 


veka nies CII et 
THE OUND mai.ine SN 
THAT "ieveR Faicsi!! ANNOUNCE NEW 
PRODUCTS, STORE OPENINGS, SPECIAL EVENTS, 
PRICES, INVITATIONS... ANYTIME YOU, WANT 


resucts. FREE SAMPLE! 3 


MARVIC ADV. CORP. 
861MA MANHATTAN AVE. 
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BROOKLYN 22, WN. Y. 


product manager, met with his sales 
planning and development adminis- 
trator, Orm Manhard, and Al Buy- 
er, advertising and sales promotion, 
then called in his agency account 
executive, Gene Trivell, Donahue & 
Coe. The solution amounted to a 
straightforward challenge to the 
promotion group: inject a pre-meet- 
ing atmosphere as exciting and ur- 
gent as the development. 


Plan of Action . . Donahue & Coe 
contacted the convention hotel — 
the Palmer House, in Chicago. The 
Palmer House readily agreed to ship 
as many hotel post cards as could 
be used. That didn’t seem like much. 

But what about the other aspects 
of the meeting? The travel bureaus, 
airlines, railroads, which would be 
handling the thousands of conven- 
tion bound executives. What about a 
leading Chicago newspaper? Quick- 
ly, in rapid succession, D&C col- 
lected .... 


© From Pertess Travel Bureau, 
NYC: travel itineraries 

© From United Air Lines: ticket 
folders 

© From Pennsylvania Railroad: 
timetables connecting the Chicago 
meeting point with major metro- 
politan areas from where attend- 
ance would come. 


© From the Chicago Tribune: news- 
papers 


With colorful, exciting, provoca- 
tive material of this sort as the back- 
bone of the direct mail campaign, all 
that was needed was “pinpointing” 
attachments. D&C developed one for 
each mailing, with the exception of 
the post card, which required no at- 
tachment. The cornercards were 
slipped in, stapled or folded to the 
pieces. Cornercards headlined 
PLAN NOW, GET ABOARD, TIME 
YOUR ARRIVAL, etc., and followed 
up with the promise: the most im- 
portant food service development 
since self service. Each concluded 
with the what, where, when. 

Mailing timetables were developed 
to insure both constant and well- 
spaced receipt within the frame- 
work of 1st class, 3rd class and par- 
cel post transmittal — all within the 
three-week period preceding the 
meeting. 


The Result . . With a major assist 
from New York’s Perfect Letter 
Co., which introduced colorful stock 
suggestions and some fancy press 
washings that assisted the multi- 
color effects of a basic, 1-color job, 
the mailings moved out on time. 
The audience of dealers, industry 


and press moved into the Palmer 
House in gratifying numbers. They 
came, too, with excitement, ex- 
pectation and attentive ears and 
minds. 


> The promotional mailings were a 
success. So was the meeting. 44 


New Machine Developed 
To Destroy Private Papers 


The destruction of obsolete but 
confidential records has resulted in 
the development of a new machine 
by the Industrial Shredder & Cut- 
ter Co. 

Designed to keep unauthorized 
persons from acquiring information 
not meant for them, the “Auto- 
Shred” provides a practical answer 
by shredding the papers beyond re- 
construction. 

Auto-Shred is designed for use 
directly in the office or department 
of the company where proper super- 
vision of the records can be main- 
tained. It contains a 10” feed throat 
and an aluminum collection bin 
that will hold up to seven normal- 
sized wastebaskets of paper. The 
base is equipped with casters for 
easy movability. 

An automatic feed hopper elimi- 
nates hand-feeding and can hold 
up to 100 sheets of loose papers, 
cards or tickets. Stapled, pinned or 
folded papers can be fed through 
a separate gravity hand-feed with- 
out damage to the cutter. 

Information is available from The 
Industrial Shredder and Cutter Co., 
909 Ellsworth Av., Salem, Ohio. 44 


Privacy Guarantee New paper- 
shredding machine, ‘‘Auto-Shred”’ 
Industrial Shredder & Cutter Co., 
O., guarantees safe disposal 
fidential records. 


from 
Salem, 
of con- 
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The letter with 40% pull added! 


Your letter is in his hands — his time is yours 
for the moment. But will he take the action you 
want? He will in this case because he’s reading 
a Reply-O-Letter! 


Reply-O-Letter has everything “built-in” but a 
mailbox. A special pocket holds a self-addressed, 
stamped and return-addressed reply card ; nothing 
to fill-out, sign or stamp. He reads... pulls...mails 
...and another possible becomes a very probable. 


Reply-O-Letter gives you all the results you 
usually get—PLUS 30 to 50% MORE! Its cost 
is less than a conventional multigraphed filled-in 
letter with a card loosely enclosed. Further, the 


talents of our writers and our artists are at your 
disposal at noextra cost. They know their business, 
as 26 years of outstanding direct-mail success 
have proved and over 400 clients will attest. These 
400 know that the “letter with the Built-In reply” 
produces best results, mailing after mailing. One 
user says, “If it’s not a Reply-O-Letter it’s like a 
suit without pockets.” Let Reply-O-Letter help you. 


Send for our booklet, complete with case histor- 
ies, today. On your letterhead, please. ,.+rep 
< 


i “s 
REPLY-O-LETTER | } 
2 Central Park West, New York 23, N.Y. 4 


Offices in principal cities in the United States, ey, " e 
Canada, England and Australia, art 
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Simple Campaign . . 


. The major elements of the mail cam- 
paign are shown here. It started with a simple postcard warn- 
ing, and was followed by a series of similar pieces. Each went 


Whoo ps! 


WE FORGOT 


. we TO TELL YOU— 


forgot 
your 


Cream 


THIS IDEA 


FUND RAISING IDEA «3 


— : 
and Pioneer Days Fair 


Neves 


Sugar! 
Y 


@ plan that's core to 
money. aml win many br 


( reate 


rae boty of 


& ploneer ate 


orem drew to old clothe ar 


PARLEE CO., INC. 
310 © ST. CLAIR ST 
INDIANAPOLIS 2 INDIANA 


P.S. Next Idea 
Worth Picking 


out in a window envelope, included a tipped-on item on page 2, 
a money-raising idea on page 3, and kept the selling copy on 
Parlee products, along with a price list, to page 4. 


How Direct Mail Saved a Product 


Rather than abandon a product 
that wasn’t selling, this company 
turned to direct mail, reached 
new markets and tapped new 
volume. 


By Claude F. Martin 
President, Parlee Co. Inc. 
Indianapolis 


A direct mail campaign proved 
recently to be a lifesaver for our 
line of chemically-treated dust 
cloths. We have been selling them 
for five years and the returns were 
such that we were thinking of 
abandoning the line. 

Since our firm markets mainte- 
nance items to churches, this outlet 
seemed logical to us as a possibility 
for the cloths. Preliminary studies 
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showed that nearly all the churches 
had at least one group seeking 
products for fund raising. We found 
it was quite common for church 
groups to try commercial projects 
to finance church activity. There- 
fore we decided to merchandise our 
cloths through these groups. 

After setting up a profit formula 
so the church workers would realize 
a financial return attractive enough 
to enlist their interest, and giving 
our cloths a new name — Irish 
Cleaning Cloths — so we could 
monitor our success or failure, we 
were ready to offer the project to 
the nation’s church groups. 


> We decided on a seven stage 
direct mailing. We selected 1,000 
names. The names included clergy- 
men and their addresses, church 
and church addresses, and 150 of- 
ficials of church clubs and their ad- 
dresses. The clergymen had re- 
ceived mailings of other offers from 
us, the church and club lists had 
not. 


e Our first mailing was a post card 
“to tease the market.” 
Copy read: 

You will receive, soon — 

a series of unusual letters. Each one 
will illustrate ways to raise money for 
projects. 

Each idea presented — 

has been used successfully by Clubs, 
Churches, and other Groups to raise 
needed funds. 

We think you'll get a chuckle — 

from each of these messages. And we 
hope to keep you in suspense, wonder- 
ing what will be next. 

(Letter No. 1 will stir you; Watch for it 
soon) 

Parlee Co. Inc. 
310 E. St. Clair St. 
Indianapolis 2, Indiana 


@ Seven days later the second mes- 
sage was sent. It was a green folder 
with a cover showing an assort- 
ment of U.S. coins. Imprinted on the 
cover was “#1 of a Series” and in- 
side, a wooden spoon had been 
pasted. Copy next to the spoon read 





“Just to stir up thinking.” Described 
was a fund raising idea, the Chinese 
Auction in which an auction is 
given additional flair by adding cer- 
tain Oriental features and costumes. 
The back page was devoted to copy 
on the Irish Cleaning Cloths and 
ended with this teaser “P.S. Save 
spoon ... for next message.” 


@ Message Number Three was sent 
seven days later. The same cover 
was used with the imprint pointing 
out that this was the second of the 
series. Inside, copy pointed out 
“Here’s your chance to use that 
spoon you saved.” and underneath 
this printed message was pasted a 
one-cup size package of instant 
Chase & Sanborn coffee. The fund 
raising idea was called Irish Stew 
and was designed to tie in with St. 
Patrick’s Day. Copy on the back 
page of the folder stressed the Irish 
Cleaning Cloths’ ability to do a good 
job on dusting cars. Final copy 
teaser: “P.S. A sweet idea... will 
follow.” 


@ Message Number Four, mailed a 
week later, offered an instant dairy 
product and sugar for the coffee. 
Fund raising idea was called Pio- 
neer Days Fair. Back cover copy 
stressed use of cloths as a home 
cleaning aid. Teaser: “P.S. You'll 
Enjoy . . . next letter.” 


e Message Number Five had a 
paper cup attached. Copy asked 
“Enjoy your coffee break?” The 
fund raiser was the ham & bean 
supper and product copy told how 
the cloths helped keep walls clean. 
The P.S. statement promised “Next 
idea . . . worth picking.” 


@e Message Number Six had a 
toothpick attached. Copy read “To 
pick out ideas.” The fund raising 
idea was a rummage sale. Cloths 
were described as having sanitary 
qualities. Teaser said “P.S. You Can 
Chew .. . On Next Idea.” 


e The final message, again mailed 
seven days later, had a stick of gum 
attached. Copy said “Relax, have a 
stick of gum” and “Chew over this 
idea.” The Irish Cleaning Cloths 
were described as a fund raising 
project and the back copy offered 
an “extra bonus.” With each order 
of Irish Cleaning Cloths of one case 
or more, the Parlee Co. offered a 
booklet on “20 money making ideas 
used successfully by other clubs.” 
With this last mailing, an order re- 
ply card was enclosed. 


> We found that mailings sent to 
the list of club officials were not 
productive and we _ discontinued 
them. There was little difference in 
pull in the letters sent to clergy- 


men and to churches. Both were 
productive. 

Beginning with the wooden spoon 
idea, our second message, we re- 
ceived orders each week. Because of 
the special name, Irish Cleaning 
Cloths, we could trace the orders 
directly to these mailings. All orders 
received came with check or cash 
because on each mailing we had 
made the statement “Send Cash 
with order and we'll pay freight 
charges.” When we had mailed the 
fourth message, cream and _ sugar, 
we had sufficient gross income to 
pay the expenses of the entire se- 
ries. I’m afraid that we kept no rec- 
ord on repeat business received 
during the mailings. 

Each week, particularly during 
the first three of the campaign, we 
received mail indicating that our 
messages were getting very good 
reading attention. We _ received 
letters asking us to send messages to 
specific church members, changes of 
address, requests for mislaid mes- 
sages in the sequence and other re- 
sponses of a favorable nature. 


> In summing up the results we 
have found that this series of mail- 
ings gave new life to a product, 
opened a new market, created new 
repeat customers and proved again 
that direct mail is an inexpensive 
but very effective sales tool. 44 


Publication Listings 
Put Out by Luce Press 


New editions of the “Trade & Con- 
sumer Publications List” and the 
“Daily & Weekly Newspapers List” 
have been released by Luce Press 
Clipping Bureau, Topeka, Kan. 

Some 4,232 trade and consumer 
publications are given, broken down 
alphabetically into 84 different cate- 
gories. The name, frequency of pub- 
lication, and city of publication of 
each is given. 

A complete list of 1,816 daily 
newspapers and 9,212 weeklies, pub- 
lished in the 50 states and District of 
Columbia is given. They are sep- 
arated alphabetically by states into 
four different categories: 
® Metropolitan dailies 
® Other dailies 
® Urban and suburban weeklies 
® Rural weeklies 

Circulation figures are given for 
the daily newspapers when they 
are available. Both the daily and the 
weekly papers in the Luce Listings 
are English-language publications. 

Copies of both listings are avail- 
able. 
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Pape ya oe a 

Ist CLASS POSTAGE for 

3rd CLASS Pt tata itl wd 
e 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 


@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 


@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $40.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


wey s 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 


BRODIE’S “FAMILIAR QUOTATIONS” 


Rich or poor, it’s nice 
to have money. 
J. MITCHELL 


Yep, it sure is nice to have money, pro- 
vided you know what to do with it . . 
like sending your wife on a long trip, 
subscribing for a full course of Cha Cha 
lessons and, of course, buying lots of 
new and proven hunks of direct mail 
equipment, the better to serve you, if 
you'll let us. How about it? 


, Osa 
, © 


TISING SERVICE 

— INCORPORATED 

$21 SOUTH WABASH AVENUE ~ ie 

Fast and Revoureotil Service per 
i ating * Mail 

+ Mimenaraehing Irani Addressing 


ate Ce colete moll Compcions 


Myltigraohing 
youing * 
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MORE INSPIRATIONAL JABBER 
ABOUT HOW NOT TO SELL 


Since the response to the first 
Difficult,” 
chapter 


chapter of my book, ‘Selling Made 


was so ear-splitting, I am now feeding you the second 
When | say the response was "ear-splitting,”” I mean one jobber 
offered to split one ear from the other right down the middle of 
the cranium, employing a tire iron. | fixed this problem up by 
fleetness of foot 
Be that as it und 
SALESMANSHIP 
not (repeat: do not) allow any prospect t 
After you have told him how the major league pennant race will 
me it and have described the inflammation in your wife's 
kidney, do not stand for a lot of yammer from HIM. Tell him how 
many of each y have to sell catch up on your alimony. 
Give him the order to sign! Make it clear you have no more time 
to waste. He won't waste it. 
Next, remember that y prospect may not know how your 
product will satisfy his needs, desires and preferences. Tell 
him this isn’t important! Tel! him the boys in the shop know 
how to use this guck better than you do anyway. Then give 
him a couple tickets to a show. That'll do it. PAYOLA BEATS 
HAVING BRAINS ANY DAY! And he knows you know it, s 
just wink when you hand him the bribe 
Now, the reason you were hired is because y« 
MAGNETISM. Your prospects may not be very bright, and they 
might not immediately catch on to the fact that you are intelligent 
and likeable. It is your duty to tell them. It's best to speak loudly, 
lively anecdotes about how well you did in 
school, and how easy it is for y t 
every city you hit 
‘ollow these rules and y 


btedly is, here is lay’s lesson in UN 


waste your time 


1 have PERSONAL 


telling them some 
make amorous conquests in 
have nothing to worry about 
Since you are such a success as a salesman, I need hardly tell 
you that FLEX-BOND is the best autobody repair paste on the 
market, that it’s dated for freshness, that it's permanently flexible 
that it comes with either liquid or cream hardener. Being the type 
who reads my book, you wouldn't tell the customer anyway. 

Inspirationally yours, 

TAYLOR & ART PLASTICS, Inc 

irt Whitehead (signed) 

A. L. “Hard Sell” Whitehead 


President 


HOW TO AVOID LOST SALES 
WHEN THE PROSPECT IS A LITTLE GUY 


There is simply no excuse for an average-sized salesman to lose 
a sale to a small customer. Your size gives you a certain psychc 
logical advantage. Play it up. 
When you enter his office, keep your eyes riveted on a spot about 
three feet over his head until you are sure he is watching you. 
Then allow an expression of puzzlement to creep over your face 
and start to lower your eyes slowly, down, down, down, growing 
more and more perplexed. When at last your gaze strikes him, 
let your eyes light up and express your relief: “Ah, there you 
are!'’ You now have the advantage. Keep pressing. 
When you shake his hand, emphasize your bending down. Begin 
to offer a cigar, then think better of it. Ask him about his mother. 
These, each unimportant in themselves, will have a cumulative 
effect. Before 10 minutes are gone you should have him in awe 
of you, feeling even runtier than you have pointed him out to be. 
THEN PROCEED TO THE SALE 
Talk about the TAP products in terms of BIG savings, TALL sales, 
STRONG customer interest. Detail them, using these words, letting 
your eyes run over his puny frame: BIG, his chest; TALL, his 
legs; STRONG, his biceps. With the proper voice modulation he 
will not hear a word about the product at all, only catch the BIG 
(chest), TALL (legs), and STRONG (biceps). You have made the 
sale already. No scrawny little chap can turn down a product 
with those features. 
He is ready for the order blank. 
As you bring it out of your pocket, shout at him, really roar. 
He will sign, gents, he will sign in such a flurry of ink as you 
have never seen. You have made the sale 
IF THE SALESMAN IS SMALL IN SIZE 
If you are smaller than he is, forget what you have read above. 
In a case like this, the only hope is to rely on the fact that you 
sell a superior product that will make a profit for him. This method 
lot more FLEX-BOND than the other way, but it doesn’t 

jive a man nearly the same feeling of power. 

Inspirationally yours, 

TAYLOR & ART PLASTICS, Inc. 

Art Whitehead (signed) 

A. L. ("Gutsball”) Whitehead 


President 


sells a 


UW 


Nsalesmanship 


It’s not easy to get the attention of jobber salesmen, but 


a series of humorous letters on the principles of not sell- 


ing did the trick for a plastics manufacturer. 


By Kenneth R. MacDonald 


The “fine old art of how not to 
sell” is the theme of a direct mail 
campaign which is currently pro- 
ducing laughs, fan mail, and “some 
business” for Taylor & Art Inc., 
Oakland producers of plastics in all 
forms for structural, decorative, ma- 
rine, automotive, industrial, 
and maintenance use. 


Developed by Robert L. Picker- 


repair 
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ing, head of the Pickering Adver- 
tising Agency, also of Oakland, the 
campaign involves “inspirational 
jabber” letters sent out to automo- 
tive supply jobbers under the sig- 
nature of company president A. L. 
“Hard Sell” Whitehead. 

“The company just didn’t have 
enough salesmen for the necessary 
direct contact with jobbers,” Mr. 
Whitehead explains. 

“The problem,” he continued, “has 


been that the jobber salesman car- 
ries so many lines that he doesn’t 
often remember to push those that 
don’t make a personal impression 
on him. 

“We needed regular contact 
contact with impact . something 
rememberable and so, working with 
Pickering and the agency, we de- 
veloped the ‘Unsalesmanship Letter’ 
as our answer to the problem.” 


> Most direct mail received by job- 
ber salesmen, in the opinion of 
Pickering, consists of “the same old 
and trite inspirational sell. We used 
a reverse approach with an unsales- 
manship letter telling the jobbers 
how not to sell!” 

Sales since the campaign started 











How to sell the passer-by... surround your product with sales appeal in corru- 


gated displays by Hinde & Dauch Division — create bigger demand for your brand at the point-of- 
purchase. H & D displays like this Gibson greeting card stand are convenient, too. Set up fast— come 
packed with the product in a compact shipping box. Write for more information. 


West Virginia 
| Pulp and Paper 


Hinde & Dauch Division 


17 Plants - 42 Sales Offices - Sandusky, Ohio 
Printed in U.S.A. on Sterling Offset Enamel, 25x38-100 





WRITE DREY 


When you have a list problem 
or want to reach specific 
markets 


Dur Research Staff are expert 
n assembling A.O.T.U. (Avail 
sable Only Through Us) mailing 
sts of Individuals of Above 
Average Culture 


snd ‘or Income 


Intelligen -@ 


Our Brokerage Department can lo- 
cate and obtain any mailing list 
available. Our Compilation Depart- 
ment can build a list to meet par- 
ticular specifications and needs. Our 
Research Department can advise on 
all lists for “Persuasion by Mail” 
campaigns. For information and 
prices, state your list problem as 
fully as possible. 


WALTER DREY, INC. 


Mailing List Consultants 


257 Park Ave. South 
New York 10, N. Y. 

333 N. Michigan Ave. 
Chicago 1, Ilinois 


se mS he 143. elt 
BUSINESS FOR OVER 30 YEARS 


ey ltl meth im 
LETTER & MAILING 


DOES It FASTER! 


You can count on Marie io handie your complete 
mailings — and be assured of prompt and ac- 
curate services 


Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 30 years — 


Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing * 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance 

Coll Wabash 2-8655 and Just Ask For Marie 


a.Ldler St tw 


431 SouTH DEARBORN STREET 
Cuicaco 5, Iu WABASH 2-8655 
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in March seem to indicate that the 
jobber salesmen are remembering 
Taylor & Art’s “Flex Bond” product 
often enough to have made the “re- 
verse English” pay off. 

“Plastic compounds for use in au- 
tomotive repair and building,’ Mr. 
Whitehead explains, “are in a high- 
ly competitive field. I personally feel 
that most people in the plastics 
trade have been saying the same 
old thing in the same old way, offer- 
ing a stale sales approach with a 
low index of readability. 

“We've been more than happy 
with the response to our unsales- 
manship letters. The soft-sell hu- 
mor seems to provide a pleasing re- 
lief to the usual hard-sell literature 
most jobber salesmen get.” 

The Taylor & Art “Unsalesman- 
ship Letters” are distributed to more 
than 400 such jobber 
throughout the U. S. 


salesmen 


> The humor in the letters is geared 
to the audience for which the mes- 


Direct Mail Library Offers 
New Subscriber Bonus 


New subscribers to the “Direct 
Mail Idea Library” have been of- 
fered a bonus of a 46-page report 
entitled “42 Ways to Cut Your Di- 
rect Mail Costs” by The National 
Research Bureau Inc., Chicago. 

The gift book covers a wide range 
of economies in preparation costs 

and in mail handling. It is sug- 
gested as a guide for reviewing 
present operating expenses. Specific 
suggestions include ways to cut 
costs on artwork, printing, enve- 
lopes, letters and order forms plus 
a review of equipment for saving 
time and labor costs. 

The Direct Mail Idea Library is 
a subscription plan, available on a 
month-to-month basis for $3.87 per 
month plus postage and handling. 
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New Pitney-Bowes Quiz 
Tests Postal 1Q’s 


The measure of a reader's worth 
in guiding his company’s mailings 
through the U.S. Post Office is taken 
by Pitney-Bowes Inc. in a new 
booklet forthrightly titled: “How 
Do You Measure up on Postal 
Know-How?” 

Using a quick but slightly pain- 
ful checklist quiz, the booklet lists 
approximately 35 questions which 
should be answered correctly by 
any professional mailer. It then goes 


sage is intended, and in addition to 
the “odd-ball” approach, each letter 
includes a definite reminder of 
“Flex Bond’s product superiority.” 

Humor is used to create an inter- 
est in the product and to carry the 
sales message. Each letter is written 
around a different theme, but all are 
prepared as if they were chapters 
from a book on unsalesmanship. 

The letters are sent by first class 
mail and are reproduced on stand- 
ard TAP (Taylor & Art Plastics 
Inc.) stationery, being mailed in the 
standard size envelopes. 

The cost of the entire campaign, 
according to Mr. Whitehead, “has 
been small and consists essentially 
of the agency fee for copy, of about 
$40 per letter, the cost of materials, 
and postage.” 

The company also uses “odd ball” 
letters to announce new product de- 
velopments and promotional deals 
for salesmen and are backed with 
other advertising by Pickering in 
the same vein. a4 


Hou/ 
Do Youd 
Measwe 

CD... 


ON POSTAL 
KNOW-HOW? 


Quick Quiz. . . Pitn 
some helpful tips via an_ interesting 
checklist quiz on postal pointers. 


on to list the basic benefits of me- 
tered mail and the postage meter 
mailing machine through a question 
and answer quiz. 

The back of the booklet grades 
the quizzer on his “postal prowess” 
and describes four case histories of 
Pitney-Bowes installations. 
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Northwest Mailing Lists 
Published in Directory 
Direct mail lists covering both 


consumer and business markets in 
the Pacific Northwest area available 





ACTION 


MAILERS, INC. 


With this item, we've had a big post- 
age savings on our local direct mail! 


in a 1961 directory released by Din- 
ner & Klein, Seattle, Wash. 

The lists provide saturation cov- 
erage for the greater Seattle mar- 
ket area and extend through the 
state of Washington and on into 
Alaska. 

All lists in the directory carry a 
cash postage guarantee. 
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New Booklet Describes 
Testing Lists For Profits 


List testing as a key to successful 
selling by mail is covered in a new 
booklet published by Planned Cir- 
culation, New York. 

Written by Harry Hites Jr., sales 
manager, Kiplinger Washington 
Editors, “Testing Lists for Profits” 
discusses the techniques of list se- 
lection, outlines proper testing pro- 
cedures, and describes the charac- 
teristics of various types of mailing 
lists. 

The booklet is the fourth in a 
series on “The Function of Mailing 
Lists in Direct Mail Advertising” 
edited by Mitchell Gresser, promo- 
tion director American Institute of 
CPAs and sponsored by Planned 
Circulation as a service to list own- 
ers and users of direct mail. 

Copies are available. 
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Barker Greeting Cards 
Put Motion in Promotion 


Novelty greeting cards with sur- 
prise motion gimmicks built in have 
been introduced to the direct mail 
field by Barker Greeting Card Co., 
Cincinnati. 

The mailers use the greeting card 
forms but put the promotion punch 
in via pop-out banners, flag-waving, 





“creative 
packagin§& 


and how it can 
give your envelope 


sales 
exc;tement! 


So often, too little preparation goes into a preliminary but critical step in 
the preparation of a mail sales campaign—that instant of arrival! Will the 
message get through, or will the prospect never open and read it? 


Today, many highly successful mail marketers call that arrival moment 


the strategic step. They know success here, decides the fate of the 
whole campaign. 


To insure better results, experienced advertisers turn to Cupples-Hesse 
for envelope excitement—creative packaging! Cupples-Hesse has the 
design staff, the experience, the production engineers for this creative job 
in envelopes. 
Call your 
local representative 
today for information. 
Consult yellow pages 
under “Envelopes” 
or “Tags."’ 


Cupples-Hesse Company 


Division of St. Regis Paper Company 


St. Louis 15 / Detroit 16 / Des Moines 13 
4100 N. Kingshighway 3633 Michigan Ave. 1655 E. Madison Ave. 
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It takes careful planning, exacting control and properly-applied im- 
pact to ring the “strength” bell! In exhibiting, Gardner Displays’ 
PLANNED IMPACT programming helps you ring the bell every time. 
Gardner carefully weighs your objectives, plans, budget and schedule, 
then prepares a complete integrated program which enables you to 
reach the right people at the right time . . . with the least expense 
and worry. 

Exhibits by Gardner Displays are always imaginatively designed, 
soundly constructed and expertly handled. Bell ringer anyone? 


GARDNER DISPLAYS 


“FIRST NAME IN EXHIBIT SERVICES” 


PITTSBURGH 13, PA. CHICAGO 8, iLL. 
477 Melwood Ave. « MAyflower 1-9443 1937 W. Hastings St. « TAylor 9-6600 


DETROIT, MICH. NEW YORK 17, N.Y. 
Box 142, Birmingham, Mich. « Lincoln 4-2030 41 East 42nd St. ¢ MUrrayhill 7-2621 


PHILADELPHIA 10, PA. 
830 Land Title Bidg. « LOcust 8-5395 
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bell-ringing, etc. Other gimmick 
ideas include cards with moths that 
actually fly out when the card is 
opened, a bottle being emptied of 
its contents and a “flowing sand” 
motion. 

Each card’s artwork is designed 
for the individual client. 

Information is available from 
Barker Greeting Card Co., P.O. Box 
2177, Cincinnati 1. 44 


New Direct Mail Market 
Opens in Northern Europe 


A clearing house for 20 million 
new direct mail prospects is de- 
scribed in a brochure released by 
North-European Mailing Service, 
Bromma 3, Sweden. 

Using the name of “Nems,” this 
association is composed of commer- 
cial list houses operating in Den- 
mark, Finland, Norway and Swed- 
en. 

The brochure describes the serv- 
ice from printing to mailing and in- 
cludes an alphabetically-indexed list 
of mailing list categories currently 
available. Numbered counts for each 
of the four countries are also listed. 

- for mere details circle 320, page 131 


Kangaroo Envelopes 
Featured by Du-Plex 


“Twin-Mailer” envelopes’ with 
two sealing compartments, are illus- 
trated in a brochure from the Du- 
Plex Onvelope Corp., Chicago 12. 

Getting special mention is the new 
Du-Plex twin mailer which has two 
compartments — both of which can 
be sealed permanently — yet mailed 
at bulk postal rates. 

The larger compartment can hold 
a brochure, magazine, etc., while 
the smaller one can be used for 
important printed announcements, 
or other third class mail pieces. 

- for more details circle 321, page 131 


It's our direct mail campaign! Where 
did you buy this mailing list? 





Carrying a Single Theme 
in a Unified Campaign 


Even though a zebra had no relation 


to the product, it served as a symbol to 


tie together a campaign from trade show to package. 


By Ted Sanchagrin 
AR Eastern Editor 


If you were the advertising man- 
ager of an industrial company, how 
would you introduce and promote 
this new product? 

Your company makes industrial 
asbestos and asphalt products—sec- 
tional pipe insulation covering, sew- 
er and water main pipes, and build- 
ing shingles and siding. The new 
product is a pipe insulation. Your 
salesmen and distributors can say 
it’s made of calcium silicate-asbes- 
tos instead of magnesia, is lami- 
nated instead of molded, and can 
withstand 600° F. more than com- 
petitive products. Your product can 
be used in the chemical processing, 
petroleum and power industries. But 
outwardly the insulation looks like 
all other insulation in the industry. 
And you have competition. It ranges 
from Baldwin-Ehret-Hill to Johns- 
Manville, Owens-Corning and Rub- 
eroid. 

This is exactly the problem which 
Keasbey & Mattison Co., Ambler, 
Pa., faced recently, and _ the 
sales and advertising departments 
pooled their talents to solve it. 


> An appropriate product name is 
important. And so are trade shows. 
But it takes more than that. Let’s 
take it from the top. 

Well back in the development pe- 
riod of the product,, K&M’s 22 field 
salesmen received a series of mail- 
ings about the insulation. Called the 


Keasbey & Mattison Bulletin, the 
mailings were two-color letterheads. 

Six key distributors—K&M has 35 
—were asked for their reactions to 
the product, in the preintroductory 
stage. K&M held informal meetings 
with them not only for reactions, but 
also to arouse their interest. 

Their reactions helped the com- 
pany tailor its subsequent presenta- 
tion to them. 


> A brainstorming session to name 
the new insulation was organized 


Everything Comes up Zebra 


by Norman L. Barr, vice president- 
sales. About 100 possibilities were 
suggested. The product name chosen 
was Zebra. The word has no par- 
ticular significance for the product 
itself. But used imaginatively, it 
could add appeal to an otherwise 
unglamorous product. 

Then J. Calvin Affleck, K&M ad- 
vertising and publicity manager, 
took over. He integrated advertising 
and sales tools into an integrated 
campaign. The zebra motif perme- 
ates all K&M product promotion. 


. . J. Calvin Affleck, K&M’s advertising and publicity 


manager, poses with promotional material, from specialties to sample packs, that 


carry either the zebra or its stripes. 
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Imprinting Service 

Let us personalize your national adver- 
tising by imprinting it with the names, 
addresses, and trade marks of local dis- 
tributors. We handle tabloids, magazines 
catalogs, booklets and folders in runs 
of all sizes. 


SERSEN’S IMPRINTING inc. 
120 So. Sangamon St. 
CH 3-2050 Chicago 7, lll. 


Over 8,000 executives will attend 


15th Advertising Essentials & 
National Sales Aids Show 


March 27th, 28th, 29th, 1961 
HOTEL BILTMORE, NEW YORK 
Write for free guest tickets or 
space availability to Stephen Vaughan 
Advertising Trades Institute 
135 E. 39th St., N.Y.C. 16 LE 2-9921 


cs 
The 1961 directory of 11,000 advertising 
buyers in the New York area out soon 
. . . $35.00 


ATTENTION 


GETTERS! 
ote et Te 
ld 2 oe 
ndred hd 


lal) reli el elt. 


DOUGLAS MACK 
1550 Church St. San 
Francisco 14, Calif 


SOUND EFFECTS 


Hi-Fi and Super 
Newest sounds: Airplanes, DC8, Electra 
, Boeing 707, Air Force F-104 
Starfighter, Regulus I, Missile Launching, 
Carrier Sounds. Also Autos, Music, Trains, Household 
and Industry. More than 13 classifications; over 2000 
real-life sound effects. See your dealer or send for 
FREE 56-page catalog containing over 250 listings. 


Sounds created to your specifications 
er recorded for you anywhere in the 
free world. Write for Bulletin No, 1-61. 


MP-TV SERVICES, INC. 
7000-L Santa Monica Bivd., Hollywood 38, Calif. 


FULL COLOR 
POST CARDS & BUSINESS CARDS 


‘ vice ? al, 


THE GROGAN PHOTO CO 


Dept. AR er ea iit 


next month... 


Abbott Laboratories and its 
redesign program 


Dr. West’s new promotion 
with a new kind of record 


An inside look at an internal 
printing plant 


Using photography to im- 
prove your public relations 
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OMPA 


KEASBEY & Matti 


Al dale Sloss Barem 


Target Practice An 
exhibit visitor tries 
to hit the zebra 
with an air pistol. 
Success brings him 
a stuffed toy; fail- 
ure a bottle cap. 
Either keeps him 
thinking of K&M 
and the zebra. 


A four-page folder has a zebra 
tie-in. The cover illustration is a 
photo of random lengths of white 
tubular insulation on a black back- 
ground. 

A zebra label goes on all K&M 
mail. 

Another zebra label, larger, graces 
the standard label in which the in- 


| sulation is shipped. 


A parchment certificate makes the 
recipient a member of the Grand 
Order of Zebra. 


Call reports in the form of zebra 


| questionnaires double as product re- 
| minders to customers and prospects. 


An engraved zebra lapel pin is a 
conversation piece from salesmen. 
It’s housed in a plastic and felt 
jewel-type box. 

An easel presentation kit allows 
salesmen to emphasize Zebra fea- 
tures. 


> Zebra was introduced to K&M’s 
salesmen in headquarters and at the 
company’s five district offices, New 
York, Chicago, Houston, Atlanta and 
San Francisco. 

To give performance features of 
the product more than a strictly 
promotional tone, the company 
backed its performance story with a 
testing program. 

In addition, product tests were 
also conducted independently by 
U. S. Testing Co., as a crosscheck 
against the company’s own results. 


> Introductory advertising was at- 
tuned to the opening of the Chem- 
ical Exposition in the New York 
Coliseum. Advertising spreads in- 
troduced the product, in Petroleum 
Refiner and Power. The K&M ad- 
vertising agency is Erwin Wasey, 
Ruthrauff & Ryan, Philadelphia. 

At the Chem Show, the K&M ex- 
hibit included a zebra shooting gal- 
lery. Promoting other K&M prod- 
ucts besides Zebra, it’s usable for 
the dozen other shows the company 
enters annually. 


The zebra shooting gallery con- 
sists of a target in the form of a 
zebra cutout motion device, and 
suction-tipped dart guns. If the 
booth visitor hits the target, he wins 
a stuffed toy zebra. It’s from the 
well-known German-made  Steif 
line. If the weapon-wielder failed to 
hit the target, he still received a 
consolation prize, a package of zebra 
imprinted plastic bottle caps. 

All told, K&M awarded 100 toy 
zebras—and 2,000 bottle cap pack- 
ages. 

Also distributed at the show was a 
packaged sample of the insulation, 
in a zebra-striped package with a 
transparent acetate lid. 


> The exhibit, 20’ wide and the usual 
eight feet high and ten feet deep, 
raises a good point: Include in your 
exhibit, if believable, the lure of 
curiosity through a game of skill. It 
cost $2,500 for the K&M exhibit, 
built by Art Guild, Philadelphia, 
plus some $900 for booth space. 
There you have it, brainstorming, 
sales promotion tools and advertis- 
ing woven into a coordinated cam- 
paign to sell a product outwardly 
difficult to promote. K&M expects 
the new product, Zebra, to make a 
substantial contribution to its ex- 
pected sales increase of 12%. 44 
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You keep running into what? 





ALPE R RGA RID 
“Ae ie? Pesearls i uated 


In a few words . . . table flat, precision cut, 
ne pees. Color, the quiet-white that 
7 om gets things read. Impor- 
- tant. Bergstrom reproc- 
) essing tames wild paper 
fibers and you’re assured 
superb dimensional stability, one pass or four. 
Another Bergstrom exclusive . . . packed in self-sealing 
cartons, cartons that reseal for reuse. Thor® samples 
from your paper merchant, or wire... 


eo BERGSTROM PAPER COMPANY 


NEENAH, WISCONSIN 
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Chance to Dream . 


. A young adventurer imagines himself one of Columbus’ crew, as 


he stands in a scale model of the Santa Maria, in a California shopping center 


To make shopping 
fun, a California 
shopping center built 
an authentic model 


of Columbus’ flagship 


Historical Models Attract the Kids 


Columbus may have been more 
than a little startled had he known 
what would ultimately happen to 
the plans for the ship in which he 
sailed the Spanish Main in search 
of the Spice Islands. The Admiral 
of the Ocean Sea might also have 
been considerably puzzled at the 
occupation of the part-time salt 
who spliced the rigging in the new- 
est version of his flagship. 

But splicing the rigging of a sail- 
ing vessel was all in the line of duty 
for William W. Callahan, advertis- 
ing executive for the David D. 
Bohannon organization, in prepar- 
ing a display for the firm’s giant 
Hillsdale shopping center in San 
Mateo, Cal. 


> The display was an authentic scale 
model of the Santa Maria, built 
from original plans only recently 
discovered in the archives of the 
Spanish Admiralty at de Cataluna. 
Partly as a result of Mr. Callahan’s 
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talents with a marlinspike, the dis- 
play was voted the single most suc- 
cessful attraction ever presented by 
the 96-member Hillsdale Merchants 
Council. While parents shopped the 
stores during the past Christmas 
season, there were seldom fewer 
than a dozen children clambering 
over the rigging and decks of the 
little ship. 

Actually, the model wasn’t so 
little — 28’ from bow to stern and 
with an 8’ beam. The tip of the 
mainmast rises 24’ from the water- 
line — represented by the shopping 
mall on which the craft rests. The 
ship in which Columbus sailed was 
only about 70 long. 


> If anything, the display was too 
successful. So many youngsters 
overran it there was fear of some 
of the smaller children being jostled 
off upper decks to the mall six feet 
below. So a young man was re- 
tained to dress in appropriate cos- 


tume and maintain order. 

By next holiday season Mr. Cal- 
lahan hopes to have four large- 
scale model ships on the mall, in- 
cluding perhaps a submarine, a 
riverboat and a pirate ship. What 
do these ship models have to do 
with Christmas? Well, reasons Mr. 
Callahan, the boats are toys, and 
they relate therein to the spirit of 
the season. The shopping center 
pioneered a few years ago in setting 
up eight-foot soldiers and animated 
talking creatures on the mall, all 
made of plywood. The vessels are 
just a step further in the same 
direction. 

Most of these displays are made 
up by Hillsdale’s five-man mainte- 
nance crew in a shop on the lower 
level. There is one outstanding ex- 
ception: a permanent display of 
stone animal sculptures in land- 
scaped planters, by the noted artist, 
Beniamino Bufano. Obviously, the 
shopping center does not lag in the 





Plans to Model 

The builders compare 
the original plans 
and a plastic model 
with the half-finished 
display model. 


area of public relations and com- 
munity spirit. 


> The maintenance crew was too 
busy to undertake the building of 
the Santa Maria when the project 
was conceived in the spring of 1959. 
So a local artisan, Mike Carroll, 
handmade the ship from beginning 
to end — except for 56 deadeye 
splices by ad manager Callahan. 
The cost totaled $1,300. 

A large-scale locomotive had been 
considered, as well as other king- 
sized toys, but the Santa Maria was 
chosen partly because San Fran- 
cisco merchants wanted to use it 
as the flagship of their Market 
Street parade on Columbus Day. 
However, as work progressed it ap- 
peared that would be impractical 
for clearance reasons. The ship has 
no bottom but still was too tall to 
go under obstructions on the route. 
It was actually placed in service 
two days before Thanksgiving. 

The little Santa Maria was built 
below decks at Hillsdale, with the 
intention of cutting it in half 
athwartships to get it topside. But 
her creators fell in love with the 


First of a Fleet . . 
Maria will be joined by new scale mod- 
els, which will help spread the traffic 
load of children. 


. The finished Santa 


vessel, and took the risk of hauling 
her uphill with the aid of a couple 
of dollies and a truck. 


> Plans for the display were fur- 
nished by the Revell model-manu- 
facturing company, which prides 
itself on the authenticity of its prod- 
ucts. Revell was then promoting its 
Santa Maria models. The original 
plans had only recently been dis- 


covered in the archives of the | 
Spanish Admiralty. A sidelight is | 


that Raphael Fernandez deBobadilla, 
who helped conduct the search, is a 
direct descendant of one of Colum- 
bus’ chief persecutors. 

Working with the Spanish plans 
for construction and rigging fur- 
nished by Revell, Mr. Carroll 
steamed 2x4 frames at the boiler 
plant, bent them to shape and built 
up the hull of half-inch fir plywood 
and the deck of %4-inch plywood. 
The job called for a staunch craft 
that boisterous kids could rough- 
house on—not merely a display be- 
hind a fence. 

For the project Mr. Carroll used 
exterior type AC fir plywood coated 
with a sealer and spar varnish. For 
the sake of authenticity he scored 
the deck to look like planking. Prac- 
tically no wear on deck or hull was 
apparent after more than a month 
of the most rugged use. 

As the deadline approached, the 
complex job of rigging was yet to 
be done, so Mr. Callahan pitched in 
and worked through a day and a 
night. Every item on the ship was 
exactly to scale, even to using real 
chain links between the gunwales 
and shrouds. 

Only the sails, which should have 
been made of a heavier canvas, took 
a beating while the ship sailed the 
mounding mall. By the time Christ- 
mas rolls around again the shopping 
center expects to have enough at- 
tractions on hand to distribute the 
throng of shoppers’ children. 44 





Have you seen the NEW 


2-COLOR 
PROCESS 


PRINTING? 


Remarkable multi-color effects are 
now available with only two colors 
of ink plus 


ESOPUS 
PASTEL-TINTED COATED PAPERS 


For specimens, write The Martin Cantine Co 
New York Sales, 960 6th Ave., New York City 


FREE 
SAMPLE 
KIT shows the amazing 


power of Faultless 
Advertising Balloons 


Detailed literature and prices .. . 
profitable ideas on store promotions 
. . » displays . . . and other exciting 
ways of smart merchandising with low 
cost Faultless balloons. Write today 
on your letterhead for free sample 
kit. The Faultless Rubber Company, 
Dept. 12, Ashland, Ohio. 
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Awarded Blue Ribbon 

for Outstanding Design 

in Point of Purchase 
Advertising Institute 1960 
Merchandising Awards 


e Schmidts 


of (eslade Gaten 


Competition 


mola aL 
SHOES 


A few fleeting sec- 
onds ...as your 
consumer decides to 
buy ... hold the 
key to the success 
or failure of your 
entire merchandising 
program. Will your 
brand name be 
remembered? 


For sharp impressions that jog the memory 


at the point of purchase . 


.. and sell merchandise 
use a K-C-S sign or display. 


Your brand name, your product, your reputation 


Kirby-Cogeshall-Steinau Co., Inc. 


UGE Ula ales eal le 
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ary OVE iia 


will spring into precise focus at the exact 
moment when it counts the most. 


To be remembered — remember K-C-S. 


signs, merchandisers, 
displays, plaques. 


606 E. Clybourn St., Milwaukee 2, Wis. 


‘> Here is the one art and layout service 
that provides ALL OF THE TOOLS for effective 
layouts from idea to completed paste up. 


$ eo to cover mailing 

cost brings you 
— The Complete Current Issue 
This issue is yours to use and keep, with no 
strings attached — our way of saying “try it 
and benefit’. No obligation. No salesman. 
Due to its expense, this opportunity must 
be limited to those who have not received 


a free issue in the last six months. 
Attach one dollar to letterhead and mail today to 


me ae) it Tyce 


Step Right Up... 


Circus Barker Draws 
Show Sales For Wait 


By Shannon Wheeler 


A touch of the circus barker pays 
off with throngs around an exhibit 
booth. Circus barker, collector of 
throngs and sales leads is Logan 
Wait, owner of Wait Mfg. and Sales 
Co., Tulsa, distributor of marine 
equipment over a four-state area. 

When Mr. Wait takes to the loud- 
speaker at a boat show booth, peo- 
ple come to see and stop to listen. 
Before they leave they may have 
been delighted, disgruntled or mild- 
ly amazed but they’ve heard what 
he is selling and that it’s mighty fine 
merchandise. 


> The role of circus barker comes 
naturally to Mr. Wait, as he did 
Chautauqua and lyceum work be- 
fore entering the marine equipment 
business 20 years ago. 

To draw the attention of people, 
he uses what is known in circus jar- 
gon as the pitchman’s stand. “The 
pitchman’s_ stand,” explains Mr. 
Wait, “is the technique of throwing 
an audience off balance, of com- 
pletely holding people, of focusing 
their attention.” For example, he 
may start his spiel by an argument 
with a show maintenance worker, 
who is putting up decorations. Mr. 
Wait tells him loudly how to do his 
job. The workman, who doesn’t even 
know Mr. Wait, ignores him. Soon 
people gather around to see whether 
the argument is going to end with 
fisticuffs or smiles. 

When the crowd has gathered, Mr. 
Wait intermixes sales talk with 
games of chance or an auction. 


> For the game of chance Mr. Wait 
may pick a bystander from the 
crowd to match colors on a paddle 
wheel. If the bystander is lucky, 
then he will be asked a question 
(the answer has already been given 
in the spiel about the business and 
merchandise) and, if he answers the 
question correctly, he’s given a prize. 

Of course, the auction also calls 
for audience participation. Marine 
accessories, such as skis, life jackets 
and belts, are sold at a “crazy” auc- 
tion. The audience is invited to bid 
but Mr. Wait may abruptly close 
the bidding at $2 on a $4 item, to the 
delight of the successful bidder and 
dismay of bidders who were still 
going strong. 


Mr. Wait doesn’t limit the use of 


| the pitchman’s technique of throw- 





HKveryone 
Likes 
Gilbert 


Superase gas 


= Bond ®@& 


TAKES » 


PRINTING 
BEAUTIFULLY __ 


ERASES LIKE MAGIC _ 


TOPS FOR 
QUALITY 
APPEARANCE 


You erase mistakes ... even whole phrases... like magic, with just a soft rubber pencil eraser. They erase cleanly, too... no 
smudge ...no smear. Superase, with 25% new cotton fibre content, also has a quality appearance. It looks like regular bond 
paper, including the crisp cockle finish always associated with quality papers. And Superase Bond gives a beautiful letterhead 
impression by all reproduction processes. Send for sample kit containing a generous supply of Superase Bond and Superase Thin. 


AN 
type here then erase | try its erasure quality yourself 





GILBERT SUPERASE BOND IN A WIDE 


SIZES AND WEIGHTS, INCLUDING GILBERT 
p) 
THIN (sub. 9), IS AVAILABLE FROM 


AMERICA'S FINEST PAPER MERCHANTS 


ALABAMA 
Birmingham 
Mobile 
Montgomery 


ARKANSAS 
Little Rock 


CALIFORNIA 
Los Angeles 

San Francisco 
COLORADO 
Denver 

Pueblo 
CONNECTICUT 


East Hartford 


DELAWARE 
Wilmington 


Washington 
Washington 


FLORIDA 
Jacksonville 
Jacksonville 
Miami 
Orlando 
Pensacola 

St. Petersburg 
Tallahassee 


*Sloan 
*Partin 
*Weover 


*Roach 


*Carpenter 
*Carpenter 


*Carpenter 
*Carpenter 


Paper Company 
Paper Company 
Paper Company 


Paper Company 


Paper Company 
Paper Company 


Paper Company 
Paper Company 


*Green & Low Paper Co 


*Whiting Patterson Co., Inc 
DISTRICT OF COLUMBIA 


*Stanford 
*Virginia 


* Jacksonville 
*Virginia 
*Everglade 
*Central 
*Pensacola 
*Pinellas 
*Capital 


Paper Company 
Paper Company 


Paper Company 
Paper Company 
Paper Company 
Paper Company 
Paper Compony 
Paper Company 
Paper Company 


Tampa 

West Palm Beach 
GEORGIA 
Atlanta 

Macon 

Savannah 


IDAHO 


Boise 
Pocatello 


ILLINOIS 
Chicago 
Chicago 
Chicago 
Chicago 
Chicago 
Chicago 
Chicago 


INDIANA 
Evansville 
Indianapolis 
Fr. Wayne 
1OWA 
Davenport 
Des Moines 
Des Moines 
Sioux City 


KANSAS 
Topeka 
Wichita 


KENTUCKY 


Louisville 


LOUISIANA 
Alexandria 
Baton Rouge 
Monroe 

New Orleans 
Shreveport 


MARYLAND 


Baltimore 


SEND FOR THIS FREE 
SAMPLE KIT 

Contains an ample supply 

of Gilbert Superase Bond in 
all weights, including 
Gilbert Superase Bond Thin. 


Send for it today. 


*Tampa Paper Company 
*East Coast Paper Co 


*Sloan Paper Company 
*Macon Paper Company 
*Atlantic Paper Company 


*Carpenter Paper Company 
*Carpenter Paper Company 


*Berkshire Papers, Incorporated 
*Berminghom & Prosser Co. 
*Bradner Smith & Company 
*Carpenter Paper Company 
Dwight Bros. Paper Company 
*Empire Paper Company 
*Moser Paper Company 


*C. P. Lesh Paper Company 
*C. P. Lesh Paper Company 
*Millcraft Paper Company 


*Peterson Paper Company 
*Bermingham & Prosser Co 
*Carpenter Paper Company 
*Carpenter Paper Company 


*Carpenter Paper Company 
*Wichita Paper Company, Inc. 


*Lovisville Paper & Mfg. Co. 


*Lovisiana Paper Company 
*Lovisiana Paper Company 
*Lovisiana Paper Company 
*The D & W Paper Company 
*Lousiana Paper Company 


*Stanford Paper Company 


MASSACHUSETTS 


Boston 
Boston 


MICHIGAN 
Detroit 
Detroit 

Grand Rapids 
Kalamazoo 


MINNESOTA 
Duluth 

Duluth 
Minneapolis 
Minneapolis 
Minneapolis 
St. Paul 

St. Poul 

St. Paul 


Jackson 


MISSOURI 
Kansas City 
Kansas City 
St. Louis 
St. Lovis 
Springfield 


GILBERT 
PAPER 
COMPANY 


GILBERT 


rece compeay 


MENASHA, 


WISCONSIN 


This is Gilbert Superase Bond, 25% 


*Andrews Paper Company 
*Tileston & Hollingsworth Company 


*Service Paper Company 

Union Paper & Twine Compony 
*Carpenter Paper Company 
*Bermingham & Prosser Co 


*Carpenter Paper Company 
*Duluth Paper & Specialties Co. 
*Carpenter Paper Company 
*General Paper Corporation 
*\nter-City Paper Company 
*Carpenter Paper Company 
*General Paper Corporation 
*Inter-City Paper Company 


*Townsend Paper Company 


*Berminghom & Prosser Co 
*Carpenter Paper Company 

*Beacon Paper Company 
*Bermingham & Proser Co. 
*Carpenter Paper Company 


MONTANA 
Billings 

Butte 

Great Falls 
Missoula 


NEBRASKA 
Lincoln 
Omcha 


NEW JERSEY 


Hackensack 
Newark 


NEW MEXICO 
Albuquerque 


NEW YORK 
Albany 
Buffalo 

New York City 
New York City 
New York City 
New York City 
New York City 
New York City 
Rochester 
Syracuse 


*Corpenter Paper Company 
*Ward Thompson Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 


*Carpenter Paper Company 
*Carpenter Paper Company 


*Garfield Card & Paper Co 
*Lewmor Paper Company 


*Carpenter Paper Company 


*W.H. Smith Paper Corporation 
*Franklin-Cowan Paper Company 
*Allan & Gray Company 

*Bishop Paper Company 

*Green & Low Paper Co. 
*Hobson Miller Paper Co 

*Ris Paper Company 

*Saxon Paper Corporation 
*Fine Papers, Inc. 

A. Campensa & Company 


NORTH CAROLINA 


Charlotte 
Charlotte 
Raleigh 


OHIO 
Akron 
Canton 
Cincinnati 
Cincinnati 
Cleveland 
Columbus 
Columbus 
Dayton 
Toledo 


OKLAHOMA 
Oklahoma City 
Tulsa 


OREGON 


Portland 


PENNSYLVANIA 
Bethlehem 
Philadelphia 
Philadelphia 
Philadelphia 
Pittsburgh 

York 


RHODE ISLAND 


Providence 


TENNESSEE 
Chattanooga 
Memphis 
Memphis 
Nashville 


TEXAS 
Amarillo 
Austin 
Dallas 

El Paso 
Fort Worth 
Harlingen 
Houston 
Lubbock 
San Antonio 


UTAH 
Salt Lake City 
Ogden 


VIRGINIA 
Richmond 


WASHINGTON 
Seattle 

Spokane 

Spokane 

Tacoma 

Yakima 


WISCONSIN 
Green Bay 
Milwaukee 
Milwaukee 


Milwaukee 
Oshkosh 


CANADA 
Vancouver, B. C 
Winnipeg, Man 


*Charlotte Paper Company 
*Virginia Paper Company 
*Raleigh Paper Company 


*Union Paper & Twine Company 
*Herrington Paper Company 
Chatfield Paper Corporation 

*Diem & Wing Paper Company 
*Union Paper & Twine Company 
*Scioto Paper Company 
*Sterling Paper Company 

*Hull Paper Company 

*Paper Merchants Incorporated 


*Carpenter Paper Company 
*Tayloe Paper Company 


*Carpenter Paper Company 


*Bethlehem Paper Company 
*Quaker City Paper Co 
*Rhodes Paper Company 

*Whiting-Patterson Co., Inc. 
*Chatfield & Woods Company 
*Quaker City Paper Company 


*Providence Paper Company 


*Bond-Sanders Paper Co 
*Roach Paper Company 
*Tayloe Paper Company 

*Bond-Sanders Paper Company 


*Kerr Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 
*Carpenter Paper Company 


*Carpenter Paper Company 
*Corpenter Paper Company 


*Virginia Paper Company 


*Carpenter Paper Company 
McGinnis-Independent Paper Co 
*Spokane Paper & Stationery Co 

*Standard Paper Company 

*Corpenter Paper Company 


*Steen-Macek Paper Company 
*Oshkosh Paper Company 
*Sensenbrenner Paper Co 

*Wisconsin Paper & Products Co. 
*Oshkosh Paper Company 


*Coast Paper, Limited 
Mid-West Paper, Ltd 


*These merchants carry a majority of 
Gilbert Quality Papers 


new cotton fibre, white, cockle finish, sub. 20. 





ing people off balance to crowds. 
His organization goes into a show 
well-stocked with favors that ma- 
rine-minded people may find useful, 
such as folders of insect repellent, 
first aid kits, sunburn lotion, a key 
chain that will float. Favors are 
small, attractively packaged and 
bear the Wait name along with the 
lines of marine equipment carried 
by the company. Mr. Wait prefaces 
handing out a favor with an unusual 
comment. Before giving away a first 
aid kit, he may say, “I am going to 
give you something I hope you 
never need.” 

Another gimmick he uses is “sell- 
ing” favors. To a woman he may 
ask, “Do you like to cook? How 
would you like to have a chopping 
block for 17¢?” Most women take 
him up on the offer and are de- 
lighted to pay 17¢ when he produces 
a substantial block on which the 
Wait name is burned. 


> Five area salesmen man the ex- 
hibit booth. As a part of the promo- 
tion to aid dealers at the consumer 
level, prospective customers are 
urged to fill out cards giving their 
names, addresses and types of ma- 
rine equipment in which they are 
interested. These cards are passed 
on to Wait dealers, as less than 2% 
of Wait’s business is retail. 

All Wait’s promotion is carried 
out in the marine motif, prizes, con- 
tests, favors. He believes numerous 
small prizes are better attention 
getters than one big prize. 


> Wait enters 15 to 20 boat shows a 
year in his four-state (Oklahoma, 
Kansas, Missouri and Arkansas) 
territory. He says it costs about $300 
at each show for prizes and pro- 
motion. People who attend boat 
shows are excellent prospects for 
marine equipment or they wouldn’t 
be there, Mr. Wait figures, and he 
tries to see that he and his salesmen 
get to talk with as many prospects 
as possible. 

No records are kept by Wait of 
sales resulting from boat shows. For 
the 45 days following the Tulsa boat 
show, Wait calculates about 1/3 of 
his wholesale business can be at- 
tributed to the show. 








New idea in Clipboards... 


AMERICAN 


425 First Avenue 


This all-purpose clipboard/kit is a natural 
sales producing product: It has a sure-grip 
clip and two extra pockets . . . self-cover 
keeps papers clean and protected . . . pockets 
hold extra papers and booklets. Made of vir- 
gin vinyl with electronically-bonded seams. 
Sturdy, attractive . . . comes in wide range 


Quantity: 500 1000 
Unit price: $1.10 98 95 
Send for free literature. 


THERMOPLASTIC CO. 


Pittsburgh 19, Pa. 





Proof That World Color 
Separations Are Superior 


e ee e With your first order for 


SUREENED 4 COLOR SEPARATIONS 


@ That's right! Free progs, printed under actual pressroom con- 
ditions — proof that full color need not be expensive — proof 
that you can get high quality natural color reproduction at reason- 
able cost thru World Color’s revolutionary triple-masking process, 
perfected by experience in making over 150,000 sets of positives, 
used by some of the country’s finest color lithographers. 


@ Prices for positives start as low as 
or smaller, including airmail delivery. 


$30.00 per set for 4” x 5” 


@ Shipment guaranteed — uncomplicated positives made from 
transparencies in five working days — progressive proofs one week 


additional. 


Yell Gelor Z. 


U. S. Route #1 
ORange 7-1332 
ORMOND BEACH, FLORIDA 


WORLD COLOR, INC. 
Box 697-F, Ormond Beach, Fila 


ow Send price list and free booklet to 


Branch Sales Office: Name 
274 Madison Ave. 
New York, N. Y. 

cw Firm 

Send for our price list and Street 


Title 


free descriptive color booklet. City, Zone 


ow State 


* Free proof offer expires 
June 1, 1961 


Type of Business 
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For Limited Show Space .. . Haas Dis- 
play introduces its Wizard ‘’Port-O-Pac’’ 
for exhibiting in limited space 


New Exhibit Produced 
For Compact Space 


A specially-designed exhibit unit 
for use in hotel shows and other 
areas where space is limited has 
been introduced by Haas Display, 
Minneapolis. 

Called the Wizard “Port-O-Pac,” 
the unit—when disassembled—is a 
self-contained travel case meas- 
uring 38x55x13."”" When set up the 
Port-O-Pac is 76x83x13’. 

It has 19” wings and a 38” center 
panel with an_ attached front 
mounted table for brochures and 
other materials. It utilizes a modi- 
fied metal H-Frame and hardwood 
construction. Equipment includes 
ball lights for side wing lighting, 
a lighted header and bamboo slats 
for a skirt below the 
rack. 

Complete information can be ob- 
tained from Haas Display, 3011 
Third Av. S., Minneapolis. 44 


literature 


Charter Boat Plan 
Available for Meetings 


A new location for the annual 
sales meeting is opened up with a 
chartering plan now available for 
the S.S. Delta Queen, a river boat 
sternwheeler from the line of 
Greene Line Steamers Inc. 

While the Delta Queen is in 
passenger sevice during April 1 to 
Nov. 9, the boat can now be char- 
tered to suit the requirements of 
business and industrial companies 
wishing to use the steamer for sales 
meetings, product introductions, etc. 

The boat has sleeping and dining 


accommodations for 200 with air- 
conditioned staterooms. Additional 
facilities include a large dining- 
meeting auditorium, bar and two 
lounges. 

Music and entertainment can be 
arranged with the charter or the 
client-company may supply its own. 
Cruises can be arranged from one 
to several days in length and cruises 
can originate from Cincinnati or 
other points of departure along the 
Ohio and Mississippi Rivers. 

Complete information can be ob- 
tained by writing Charter Dept., 
Greene Line Steamers Inc., 300 
Public Landing, Cincinnati 2. 44 


new sans serifs especially designed for the 60s...and beyond. 
Specimens and type, from 6 to 48-point, now at your ATF Type 


Dealer. Hint to those who look ahead: these six are part of 


integrated Bl member Univers type family being developed to 


provide you with a beautifully coordinated sans serif type family 
designed as a unit, with real italics as well-fitted as the uprights! 


American Type Founders, 200 Elmora Avenue, Elizabeth, N. J. 
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Sketchbook ‘20’ Booklet 
Features Display Ideas 


A new 16-page idea _ booklet 
showing how  point-of-purchase 
displays can be dramatized through 
motion has been released by the 
Merkle-Korff Gear Co., Chicago. 

Twenty ideas showing how 
motion — from simple rotating to 
horizontal or vertical — can put life 
into a display are illustrated and 
described in the booklet. Actual 
construction drawings are also in- 
cluded. 

Copies are available. 

. for more details circle 336, page 131 


Survival Kit . . . Supermarket Institute 
conventioneers were helped to survive 
by kit distributed by Better Homes & Gar- 
dens. Kit contained candy, bouillon cubes, 
Alka Seltzer, Band Aids and an introduc- 
tion to BH&G’s new First Aid Book 


| 


nivers 55 


nivers 56 
nivers 65 
nivers 66 
nivers 75 
univers 76 


| 
| 


Consumerama Offers New 
Exhibition Possibility 


A new avenue open to manufac- 
turers in the exhibiting area is the 
advent of “Consumerama,” a prod- 
uct parade sponsored by Shopping 
Center Expositions Inc., Hicksville, 
N.Y. 

Using major shopping centers 
throughout the country as exhibi- 
tion centers, the Consumerama plan 
consists of 30 huge trailer units. 
Each trailer will belong to one of 
the 30 participating companies and 
each will display the manufacturer’s 
merchandise, pass out samples and 
explain quality manufacturing tech- 
niques to the exhibition visitors. 

The displays will be designed es- 
pecially for suburban shoppers and 
it is expected that they will reach 
an audience of more than 6,000,000 
consumers in the nine-month shop- 
ping center tour, according to Wal- 
ter G. Stackler, president of Shop- 
ping Center Expositions. 

The first stop of the product 
parade will be at Mid-Island Shop- 
ping Plaza, Hicksville, N.Y., Sep- 
tember, 1961. Additional stops will 
include 23 regional suburban shop- 
ping centers in 18 major market 
areas in the eastern, southern, and 
midwestern states. Ivel Construction 
Corp. will act as exhibit consultants 
to work with participating manufac- 
turers in producing effective, traffic- 
pulling trailer displays to attract 
and hold the attention of shopping 
center patrons. 

Additional information can be ob- 
tained by writing Shopping Center 
Expositions Inc., 353-B Mid-Island 
Shopping Plaza, Hicksville, N.Y. 44 


New Transkrit Form Eases 
Convention Follow-Ups 


A newly devised convention label 
which has specified carbonized areas 
without interleaving has been de- 
veloped by Transkrit Corp., New 
York. 

The form comes in three parts 
with the top form as the actual 
label for mailing company and prod- 
uct literature to booth visitors. The 
back of this is carbonized so that 
the name and address of the pros- 
pect is printed on the second sheet. 
This sheet has space on it for the 
prospect to write specific informa- 
tion requests. The third sheet is a 
duplicate of this middle one and 
can be sent to the dealer for a fol- 
low-up call at the same time the 
company sends out the literature. 

Variations on this form can be 
made, making it applicable for all 
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DRI-MARK 


Bet 


I 


POINT OF SALE 


NOW 
READY 


for every authorized 
buyer of point- 
of-purchase 
decal signs... 


MEYERCORD DR) MARK PRESSURE SENSITIVE 


DECALS AND TRAN 


FER ABLE FILAAS 


FOR THE POINT OF -SALE 


HOW DRI-MARK HELPS “GET MORE 
SIGNS UP” AT THE POINT-OF-SALE 


The big news in Point-of-Purchase 
Decal Signs the past few seasons 
has been “pressure sensitive’. Send 
for the new Meyercord color bro- 
chure that shows how leading na- 
tional and regional advertisers at 
the Point-of-Purchase have been 
getting far more signs “up on loca- 
tion” since they’ve switched to 
DRI-MARK Pressure Sensitive De- 
cal and Transferable Film Signs. 


This new brochure explains why 
Fieldmen prefer DRI-MARK Pres- 


sure Sensitive waterless application 

. why Retailers give these signs 
preference ... why Manufacturers 
applaud them. You'll see all this, 
plus the actual reproduction of the 
prime examples of outstanding 
current Point-of-Purchase Decal 
Sign successes! 


Be sure to ask for your copy to- 
day. No obligation. When you're 
ready to talk about Decal Signs for 
Point-of-Purchase, our representa- 
tive will be glad to assist you. 


Ask for your copy on your company letterhead, please! 


. it’s yours without obligation . . 


. write today! 


the MEYERCORD co. 


Dept. C-207, 5323 West Lake Street, Chicago 44, Illinois 
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types of industries and companies 
to use at conventions or trade 
shows. 

Additional details are available 
from Transkrit Corp., 704 Broad- 
way, New York 3. 44 


Exhibit Causes Problem 
With Indignant Wives 


Married male viewers, who lin- 
gered too long at the exhibits in 
Pennsylvania Station’s upper level 
station, were able to face irate wives 
with innocent smiles, thanks to the 
advance thinking of the exhibit 
sponsors. 

The exhibit, called “Family Liv- 
ing Idea Center,” featured more 
than 24 do-it-yourself projects rang- 
ing from a built-in bar to a hide-a- 
way work bench. 

Co-sponsored by U.S. Plywood 
and Dewalt Inc., the exhibit at- 
tracted male commuters at the end 
of the day who stayed and stayed 
and stayed as they investigated the 
possibilities of improving their 
homes through the use of U.S. Ply- 
wood paneling and Dewalt power 
tools. 

Previously shown in Boston, the 
exhibit had attracted the same kind 
of attention but with unfortunate 
side effects concerning husband 
viewers who returned the next eve- 
ning to tell booth attendants of 
frosty stares, cold suppers, and 
other manifestations of marital hos- 
tility from the little woman. 

To avoid this situation in New 
York, U.S. Plywood inserted an ad- 
vance apology in two major New 
York papers. 

“Our previous experience,” the 
advertisement proclaims almost 
tearfully, “tells us that husbands 
may be so enchanted with the cen- 
ter that one will occasionally miss 
his usual train home . . . we'd like 
to apologize in advance for any in- 
convenient consequences of such 
dalliance.” 

As an added bid for feminine 
understanding regarding both spouse 
and sponsors, U.S. Plywood had the 
ads reprinted with a notation asking 
exhibit visitors to “please take this 
home to your wife.” 

Distributed at the booths, the ad 
reprints are reported to have re- 
ceived a grateful reception from 
more than one tardy husband. In 
fact, exhibit attendants have reluc- 
tantly admitted cases in which hus- 
bands came up and asked for the 
“note to mama” without so much as 
glancing at the exhibit. The spon- 
sors of the exhibition insist these 
cases are a distinct minority, how- 
ever. 44 





Sometimes you need more than a good exhibit 
to build attendance in your booth — you need a gimmick. 


Here is a selection of idea starters. 


By P. K. Thomajan 


Attendance at the average trade 
show yields a meager crop of mem- 
orable take-home promotion pieces. 
Usually they consist of stock litera- 
ture in which only a passing interest 
is registered. 

Vast sums are spent on creating 
original displays to catch the at- 
tention of visitors. Equal thought 
should be given to preparing special 
pieces that communicate the ex- 
citement and drama of the exhibit. 
These can do much to vitalize the 
selling job, also to enhance the cor- 
porate image of an exhibitor. 

Real stoppers get to be conversa- 
tion pieces that are the talk of the 
show. 


@ One seed outfit scored a hit by 
handing out green thumbs carrying 
its imprint. 


e A nut and bolt firm distributed 
inexpensive charm bracelets con- 
sisting of its product. 


e A Japanese air line handed out 
fans imprinted with the face of a 
pretty geisha girl to which were 
affixed rotating eyes. 


® Most effective are giant color post 
cards showing exhibit which visitors 
can mail. 


e Always sure-fire is the handing 
out of free fortune cards. A pleasant 
way of doing this is to have a trained 


parrot fish them out of a bowl. Along 
with the fortune line conveyed is 
a prediction that the recipient will 
someday own one of the company’s 
products. 


e Handing out money, real or fake, 
has an irresistible allure. 


® Distributing replicas of singed 
dollar bills with “money to burn” 
angle is a definite clicker. 


> Then much can be done to give 
drama and a touch of humor to ex- 
hibits. This also tends to “humanize” 
a company and establish a more 
cordial feeling. 


® Offer free shines with bootblacks 
dressed up as monkeys. Who 
wouldn’t avail himself of a genuine 
monkeyshine especially when it’s 
free? 


® Very fetching is a pretty girl at 
a booth who tucks carnations into 
buttonholes, then asks for a person’s 
name to place in her “date” book 
for salesmen. 


© A variant of this is to have a 
handsome miss handing out candy 
kisses whose wrappers carry an ad- 
vertising message. This would be 
perfect for a printing press which 
takes pride in its “kiss” impressions. 


® For a bit of whimsy—a large toy- 
like replica of a pelican with its 
mouth open and insert in it a small 


model of piece of equipment with 
caption “Fills the bill.” 


® To emphasize the ability of an 
item to banish worry and cares—a 
disposal unit placed at exhibit en- 
trance with sign—‘Dispose of your 
(such-and-such) problems here.” 


e Another twist is a distorting mir- 
ror which elongates visages—placed 
at shoulder level with caption—“No 
more long faces when you have a 


e A picturesque way to achieve 
prestige testimonials—a row of 
busts of famous men on pedestals 
with floating balloons hovering over 
historic Who’s Who with compli- 
mentary remark featured on each 
balloon. 


® Slightly on the corny side but 
still amusing and effective is a clown 
reaching out at passersby with a 
giant dummy magnet. This could 
well be tied up with the “pulling 
power” of an exhibited device. 


e An India rubber man performing 
on a platform is always good for a 
draw and lends himself perfectly for 
the tie-in line of—‘“Don’t tie your- 
self up in knots.” 


> There you have a fast run-down 
of gimmick ideas that should make 
trade show visitors “step right up 
with a livelier step.” 44 
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Euyod CGfuide VA Imde™mx of 


Art & Photography 


Calandra's 103 
Corona Color Studios 130 
Enterprise Photos 100 
Galloway, Ewing 99 
Mack, Douglas 116 
Major Photo Co 54 
Midwest Photo Co 100 
Multi-Ad Services In 120 
Nationa! Color Laboratories 103 
Quantity Photo Co. 99 
Rik Shaw Associates Ltd 60 
United Press Internationa! 96-97 
Volk, Jr., Harry, Art Studio 41 


Art Supplies 


Bienfang Paper Co. Inc 130 
Crescent Cardboard Co 6 


Balloons 


Faultiess Rubber Co. 


Banners, Pennants 


Burdick, Warren, Co. 60 
Hollywood Banners 13 
Pratt Poster Co 67 


Binders, Catalog Covers 


American Thermoplastic Co. 123 
Belford Co. Inc. 88 
Meier, Joshua, Co. Inc 91 


Binding Equipment & 
Materials 


du Pont de Nemours, E. |. & 
Co 


Camera Lucida 


Lacey-Luci Products Cx 


Control Planning Aids 


Graphic Systems 49 


Conventions & Exhibitions 


Advertising Trades Institute 
Inc 116 


Copyfitting Aids 
Haberule Co 


Copywriting Service 


Copy Shop 
Decals 


American Decalcomania Co 
Burdick, Warren, Co 
Meyercord Co. 
Multi-Color Process Co 
Screen Process Printing Co 


Direct Advertising 


Brodie Advertising Service _ 109 
Crocker, H. S., Co. Inc. 5 
Cupples-Hesse Corp. 113 
Dean-Forrest Co. 130 
Drey, Walter, Inc. 112 
Du-Plex Onvelope Corp. 109 
Letter Shop Inc. 112 
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Marvic Advertising Corp. 
Reply-O-Letter 

Tension Envelope Corp. 
United States Envelope Co 


Display Materials 


Hollywood Banners 
Kleen-Stik Products Inc 


Display Motors 
Vue-More Corp. 


Displays, Metal 


Advertising Meta 


Co. 


Display 


Displays, Window & 
Store 


Advertising 
Co 

Black Box Collotype Studios 
Inc 

Burdick, Warren, Co. 

Chicago Show Printing Co 

Fredrick Photogelatine Press 


Inc 


Metal Display 


Geeco Inc 

Hartland Plastics Inc 

Hinde & Dauch Division 
Hollywood Banners 

Indiana Wire & Specialty 

Co. Inc. 10 
Kirby-Cogeshall-Steinau Co. 

Inc 120 
Multiplex Display Fixture Co. 49 
Pratt Poster Co. 67 
Ullman Gravure Inc. Back Cover 


Displays, Wire 


Indiana Wire & Specialty 
Co. Inc 10 


Duplicate Plates 


Johnson, A. G., Electr type 
Co 83 
Progress-Hanson-Progressive 


Croup 88 
Envelopes 
Cupples-Hesse Corp 113 
Du-Plex Onvelope Corp. 109 


Tension Envelope Corp i 
United States Envelope Co. 104 


Exhibit Builders 
Gardner Displays Co 


Fluorescent Inks & 
Materials 


Radiant Color Co. 
Gravure Services 
Acme Gravure Services Inc. 52 


Collins, Miller & Hutchings 
Inc 79 


Imprinting 
Sersen's Imprinting 
Indexes 


Aigner, G. J., Co 


Inks, Screen Process 


Naz-Dar Co. 
Radiant Color Co. 


Labels & Tags 


Brown-Bridge Mills !nc. 
Kleen-Stik Products Inc. 
National Tag Co. 
Paramount Paper 


Co. 


Products 


Letterheads 
Parsons Paper Divis 
Lettering Devices 
Varigraph Co 


Lettershops 


Brodie Advertising Service ..109 
Letter Shop Inc 112 


Letters, Cut-Out 


Scott Plastics Co 
Mailing Lists 


Direct Mail Advertising Co. 52 
Drey, Walter, Inc 112 
Special Correspondents Inc. 106 


Manikins, Rental 


Madisonia Manikins Inc 130 


Motion Picture Services 


MP-TV Services 116 


Office Equipment & 
Supplies 


Friden Inc. 


Packaging Materials 


Thilmany Pulp & Paper Co 21 


Paper Chemicals 


du Pont de Nemours, E. | 
Co. 


Papers, Printing 


American Writing Paper 

Corp. ... Inside Front Cover 
Beckett Paper Co. 17-18 
Bergstrom Paper Co. 54, 117 
Brown Co. . 47-48 
Cantine, Martin, Co. Wg 
Consolidated Water Power 

& Paper Co. . 93 
Fraser Paper Ltd. 2 
Gilbert Paper Co. 121-122 
International Paper Co. .. 68-69 
Kimberly-Clark Corp. 89 


Nekoosa-Edwards Paper Co 
: 101-102 

New York & Pennsylvania 
Oba panes 27-28 
Northwest Paper Co. 37-38 
Parsons Paper Division 106 
Sorg Paper Co. . 22 

West Virginia Pulp & Paper 
Co. es .. 80-81 

Whiting-Plover Paper Co 
Inside Back Cover 


Papers, Specialty 


Bergstrom Paper Co. 54, 117 
Bienfang Paper Co. Inc. 130 
Brown Co. 47-48 
Brown-Bridge Mills Inc. ..... 56 
Kleen-Stik Products Co. .. 20 
Radiant Color Co. 56 
Sorg Paper Co. .. 22 
Thilmany Pulp & Paper Co. .. 21 


Photoengraving & 
Platemaking 


Collins, Miller & Hutchings 
Inc. 79 
Hutchings & Melville Inc. .. 73 
Northwestern Photo Enarav 
ing Co. 13 
World Color Inc. 123 


Photographic Equipment 
& Materials 


Lacey-Luci Products Co 


Photographic Reporting 

United Press Internationa! 96-97 

Photo Lettering & 
Typesetting 


Filmotype Corp. 
Flexo-lettering Co. Inc. 
Mergentha er Lin otype Co 
Warwick Typographers Inc 


Photo Prints, Quantity 


Grogan Photo Co. 
Major Photo Co 
Midwest Photo Co. 
Quantity Photo Cc 


Postcards, Color 
Corona Color Studic 


Premiums & Specialties 


Better Homes & Gardens 
Coffman, A. B., Assoc. 
Creative Merchandisers 
Faultless Rubber Co 
Flayderman, Norm, Antique 
Firearms 34 
Georgopulo, G. A. & Co 
Inc. 130 
Historical Documents Co. 36 
Lotus 40 
Orchawa : 36 
Organization Services 36 


Presentation Materials 


American Thermoplastic Co. 123 





Belford Co. Inc. 88 

C. O. C. Industria 50 

Multiplex Display Fixture 
Co. 49 


Printing 


Black Box Collotype Studios 
Inc. 75 
Chicago Show Printing Co. .. 62 
Colorlitho 106 
Fredrick Photogelatine Pres: 
Inc. 59 
Rayner Lithographing Cc 85 
Ullman Gravure Inc. Back Cover 
Universal Loose Leaf Mtg 
Co. 130 
Weiss, A. D., Lithograph Co. 
Inc. 7I 


Projectors 


C. O. C. Industria 
Tel-A-Story Inc. 


Viewlex Inc 


Screen Process 


Screen Process Printing Co. 130 


vure Services Inc. 52 
Metal Display 
66 
Trade Institute 
116 
Co. 130 
Decalcomania Co. 72 
American Thermoplastic Co. 123 
American Type Founders 
124, 125 
American Writing Paper Co 
Inside Front Cover 
Continenta 
Types & Graphic 


Amsterdam 
Equip 


Beckett Paper C 
Belford Co. Inc 
Paper Co 54, 
Bernhardt Cartoons 
Better & Gardens . 43 
Bienfang Paper Co. Inc. 130 
Black Box Collotype Studios 
Inc 75 
Brodie Advertising Service 109 
Brown C 47-48 
Brown-Bridge Mills Inc. 56 
Bundschc J. M Inc él 
Burdick, Warren, Cc 60 
Calandra's 103 
Cantine, Martin, Co. 119 
Chicago Show Printing Cx 62 
Civil War Times 36 
O. C. Industrial 50 
Loffman, A. £ \SSOC 40 


Inc 79 


Color 
Lo 


Berastrom 


Homes 


Self-Sticking Specialties 


American Decalcomania Co. 72 
Kleen-Stik Products Co. 20 
Meyercord Co. 126 
Multi-Color Press Co. 106 
Screen Process Printing Co. 130 


Shipping Services 


Emery Air Freight 
Sign Materials 


Kleen-Stik Products Co. 
Rohm & Haas Co. 


Signs & Identification 
Materials 


American Decalcomania Co 

Fredrick Photogelatine Pres 
Inc. 

Geeco Inc. 

Hanover Neon Electric Corp. 

Kirby-Cogeshall-Steinau Co. 
Inc. 

Meyercord Co. 

Mulholland-Harper Co. 


rrennenennane evevenennennen L1VONUPOLECHENDADESOVEUOOOOOEUODANEDEOURDOOEHESUOREOROREESDERENONRE DEROGENLODEDENTHELUADEONEONEVUOneL#benencannenvousununriovenenanennnnvensncansoenennneineranoveccanencrinevennner® 


Adwertisers 


Multi-Color Process Co. 
Pratt Poster Co. 

Rohm & Haas Co. 
Scott Plastics Co. 


Uliman Gravure Inc. Back Cover 


Signs, Metal 
Mulholland-Harper Co. 
Signs, Plastic 


Geeco Inc. 


73 


Hanover Neon Electric Corp. 65 


Mulholland-Harper Co. 
Stock Art 


Bernhardt Cartoons 
Multi-Ad Services 


7 


130 
120 


Volk, Jr., Harry Art Studio 4\ 


Stock Photos 


Calandra's 

Enterprise Photos 
Galloway, Ewing 
Mack, Douglas 
Multi-Ad Services Inc. 


ALPHABETICAL INDEX 


Consolidated Water Power 
and Paper Co. 93 
Copy Shop 130 
Corona Color Studios 130 
Creative Merchandisers 33 
Crescent Cardboard Co. 6 
Crocker, H. S., Co. Inc. 5 
Cupples-Hesse Corp. 113 
Dean-Forrest Co. 130 
Direct Mail Advertising Co. 52 
Walter, Inc. 112 
Du-Plex Onvelope Corp. 109 

du Pont de Nemours, E. |., & 
Co |, 57-58 
9 


Drey 


i Inc 
Emery Air Freight 
Enterprise Photos 100 
Faultless Rubber Co. Wg 
Corp. . 4 
Flayderman, Norm, Antique 
Firearms 34 
Flexo-lettering Co. Inc. 60 
Paper Ltd. 2 
Photogelatine 


Filmotype 


Fraser 
Fredrick 
Inc. 
Friden Inc. 

= 
Galloway 


Press 


Ewing 
Gardner Displays Co. 


r 
Geeco Inc 


Georgopulo, G. A., & Co. ....130 
Gilbert Paper Co. 121-122 
Systems 49 
Photo Co. 116 
Haberule Co. 106 
Hanover Neon Electric Corp. 65 
Hartland Plastics Inc. 67 
Hinde & Dauch Division ttt 
Historical Documents Co. 36 
Hollywood Banners .... 13 


Graphic 
Grogan 


Hutchings & Melville Inc. .. 73 


Indiana Wire 
Co. Inc. 
International Paper Co. 
Johnson, A. G. 

Co. 
Kimberly-Clark Corp. 
Kirby-Cogeshall-Steinau 

Inc. 

Kleen-Stik Products Inc. 
Lacey-Luci 
Letter Shop Inc. 

Lotus 

Mack, Douglas 
Madisonia Manikins Inc. 
Major Photo Co. 
Marvic Adv. Corp. 
Meier Co. Inc. 


Joshua 


Products Co. 


& Specialty 


10 
68-69 


Electrotype 


83 
89 
Co. 
120 
20 
60 
112 
40 
116 
130 
54 
106 
91 


Mergenthaler Linotype Co. .. 87 


Meyercord Co. 
Midwest Photo Co. 
MP-TV Services 
Mulholland Harper Co. 
Multi-Ad Services 
Multi-Color Process Co. 
Multiplex Display Fixture 


126 
100 
116 

7 

120 
106 
Co. 49 


National Color Laboratories 103 


National Tag Co. 
Naz-Dar Co. 


h 


Nekoosa-Edwards Paper 


New 
Co. 


Northwest Paper Co. 


York 


55 

64 
Co. 
101-102 


& Pennsylvania 


27-28 
37-38 


Northwestern Photo Engrav 


ng Co. 
Orchawaii 


13 
36 


Organization Services Inc. .. 36 


Typefounders 


Founders 
124-125 
Amsterdam Continental 
Types & Graphic Equip- 
ment 78 
Mergenthaler Linotype Co. .. 87 


American 


Type 


Typewriters, Composing- 
Reproducing 


Friden_ Inc. 


Typography 


Bundscho, J. M., Inc. .. 61 
Service Typographers Inc. .. 59 
Warwick Typographers Inc. .. 44 


Visual Aids 


Belford Co. Inc. 

C. O. C. Industrial 

Graphic Systems 

Lacey-Luci Products Co. 

Meier, Joshua, Co. Inc.. .... 91 
Multiplex Display Fixture Co. 49 
Tel-A-Story Inc. sea 60 
Viewlex Inc. . 16 


cunseavenenecennecensoeerensencateveneneyeueeearsagrinenctennoennn 


Paramount Paper Products 
Co. 61 
Parsons Paper Division 106 
Pratt Poster Co. 67 
Progress-Hanson-Progressive 
Group 
Quantity Photo Co. 
Radiant Color Co. 
Rayner Lithographing Co. .. 85 
Reply-O-Letter 107 
Rik Shaw Assoc. Ltd. 60 
Rohm & Haas Co. 35 
Scott Plastics Co. io ee 
Screen Process Printing Co. 130 
Sersen's Imprinting 116 
Service Typographers Inc. .. 59 
Sorg Paper Co. . 22 
SPEA ae 
Special Correspondents Inc. 106 
Tel-A-Story Inc. 60 
Tension Envelope Corp. pane 
Thilmany Pulp & Paper Co. .. 21 
Uliman Gravure Inc. Back Cover 
United Press International 96-97 
United States Envelope Co. 104 
Universal Loose Leaf Mfg. 
Co. 130 
Varigraph Co. ..130 
Viewlex Inc. . 16 
Volk, Jr., Harry, Art Studio . 41 
Vue-More Corp. 12 
Warwick Typographers Inc. .. 44 
Weiss, A. D., Lithograph Co. 
Inc. 71 
West Virginia Pulp and 
Paper Co. 80-81 
Whiting-Plover Paper Co. 
Inside Back Cover 
World Color Inc. .... NOD 
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Frofeused Sources for 


Services and Supplies 


MANIKINS PRINTING ADDRESSOGRAPH PLATES 


° 

Av | | 
ailable — COMPLETE PRINTING SERVICE B | | NEW PLATES NEW FRAMES 
basis, to lend dis- LETTERPRESS AND OFFSET fer your Speedeumet end Adéresseqragh 
tinction to your Fast Dependable Reprints all styles available — immediate delivery 


trade show exhibits Phone HArrison 7-1811 


and special promo- Universal Loose Leaf Mfg. Co. DEAN FORREST co. 


— we — 161 W. Harrison St. Chicago 5, Ill. 7 Foster Street Revere, Mass. 
day without tiring. 
Complete selection a 
of png DECALS ADVERTISING SPECIALTIES 


WATE Ci LESS “ADVERTISING CIGARETTES 
MADISONIA MANIKINS, INC. | AcW DEC AL Salto cigarette peckage 
NEW YORK: 152 W. 25 St., CHelsea 3-1550 | features your ad message. 
CHICAGO: 11 So. Desplaines DEarborn 2-6818 Permanent type tough “Vinyl” BAN Cigarettes imprinted with 
Dallas, Texas, 3007 Canton St., RI 7-1937 | applied in seconds without water. Saves labor; no 


curling in storage. MADE TO YOUR SPECIEI- oN, trade name or ad message. 


| CAT -lettering, numbers, your trademark, G. A. GEORGOPULO & CO., | 
LETTERING DEVICE Send now for FREE SAMPLES and estimate. Cigarette Mérs. Since —. 


SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichital Kansas 48 Stone St., New York 4 


TITLE INDEXES COLOR POST CARDS 


a ok us Wa 
SPECIAL-TITLE AICO|.. AY AEE yh ad 
INDEXES for YOUR TT Made with special JOMOO—RETURN REPLY—=ACCORDION CARDS 
CATALOGS and SALES) tities or choose CATALOGUE ae" 1. 
PRESENTATIONS ++ from a wide variety COLOR PRINTS-—DYE TRANSFIR—TYPE ¢ 
G.J. Aigner Compan of standard titles. Write for Price List and Samples 
426 $ Clinton st. || ftom your printer 
Chicago 7, WL, HA7-7414 Tr OF write for infor | ost eagle 
om mation ang sampies. 2 W Tells Fa 





New York 36, N.Y 


VARIGRAPH LETTERING INSTRUMENT 
Cuts Printing Costs — Speeds Production 


For new Free Catalog and Information write 


VARIGRAPH CO., 840 W. Lakeside St., Madison 1, Wis. 


COPYWRITING 


= oa You Get ey on 
elatemar xtra 


your staff—but nof to 
your payroll—get a 


top creative teom for a 


ae es ton Advertisers may combine their total number of insertions in— 


Te hh Persuasive Communication 
270 madison /ny 16 any kind — any medium 


© Advertising Requirements 
ART SUPPLIES 


® Advertising Age 


® Industrial Marketing 





—to earn the best frequency discount for each (minimum 
rateholder regulations applying). 


200 CARTOONS | || ADVERTISING PUBLICATIONS, Inc. 


Top flight cartoons for your 12 50 200 E. Illinois St., Chicago 2c, Illinois 
etc e 


ads,. house. organs 
Printed on Kromekote 
10 CARTONS FREE 


BERNHARDT, 733 A St., Hayward, Calif. 
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301 to 307/Circle the appropriate num- 
bers for information on these items, which 
are described in more detail in the report 
on Paper Sample Books on page 84. 


301/Beckett Satin Shell (Page 84) 
302/Ariel Bond (Page 84) 
303/Mobile White Tag (Page 84) 
304/Pinehurst Offset (Page 84) 


305/Mead Moistrite and Duplicator 
(Page 84) 


306/Stan-Pak Run-Rite (Page 84) 
307/Wausau Bond (Page 84) 


308/Circle on Readers’ Service Card 
Newspaper Color 

- » + possibilities through a pre-printed 
technique are discussed in a booklet of 
Hi-Fi Color Advertising. (Page 90) 


309/Circle on Readers’ Service Card 

Full Color 

. . « in printing is attained on many sup- 

plies used in sales promotion; kit of Henry 

McGrew Printing Inc. gives examples. 
(Page $2) 


310/Circle on Readers’ Service Card 
New Method 

. . of producing salesman’s manuals and 
other presentations is shown in samples 
from Deckler’s Inc. (Page 92) 


311/Circle on Readers’ Service Card 
Binders for Business 
. « is a field described in a reprint offered 
by Coast Book Cover Co., Los Angeles. 
(Page 92) 


312/Circle on Readers’ Service Card 
Artwork Projector 
. . which can also help make silkscreen 
stencil is described by M. P. Goodkin. 
(Page 103) 


313/Circle on Readers’ Service Card 
Time Savers 


. » » in drawings are listed in a catalog 
offered by Chart-Pak. (Page 103) 


———+ 


Use these return cards 


for your copy of publications 
mentioned on this page 


| eam Advwertising 


Requirements 


NTU: 


*Send for these free helpful selling tools 


314/Circle on Readers’ Service Card 
Compact Photo Studio 

. » » FilmoStat is described in a brochure 
from Statmaster Corp. (Page 103) 


315/Circle on Readers’ Service Card 
Luce Clipping Lists 
. . » trade publications and newspaper 
listings are available in revised editions 
from Luce Press Clipping Bureau. 

(Page 109) 


316/Circle on Readers’ Service Card 
Bonus Subscription Offer 

. . « National Research Bureau offers a 
bonus booklet to new subscibers to the 
“Direct Mail Idea Library.” (Page 112) 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Il. 


317/Circle on Readers’ Service Card 
Postal Quiz Booklet 

. » a new booklet from Pitney-Bowes Inc. 
measures the reader’s knowledge of post- 
office knowledge. (Page 112) 


318/Circle on Readers’ Service Card 

Northwest Mailing Lists 

. » » Dinner & Klein offer up-to-date mailing 

lists covering the Pacific Northwest area. 
(Page 112) 


319/Circle on Readers’ Service Card 
List Testing Booklet 

. . . Planned Circulation releases the latest 
of its mailing list booklets. (Page 113) 


COMPANY 


PRODUCTS SOLD 


ADDRESS 


CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond June 15, 1961. 
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| ar | Adwertising 


hequirements 


*Send for these free helpful selling tools 


320/Circle on Readers’ Service Card 
20 Million Prospects 

. . @ brochure describing NEMS, a mail- 
ing house service, is available. (Page 114) 


321/Circle on Readers’ Service Card 
Twin Mailers 

. « » DuwPlex Onvelope Corp. releases a 
folder showing its two-compartment enve- 
lope line. (Page 114) 


322/Circle on Readers’ Service Card 
Fluorescent Displays 

. « « pointof-purchase ideas are described 
in an illustrated folder from Pollack Post- 


Postage 
Will Be Paid 


by 


Addressee 


Readers’ Service Dept. 


avtet Ue, 


NEUE 


323/Circle on Readers’ Service Card 
New Magnet Material 

. . » Leyman Corp. introduces Plastiform 1, 
a rubber-bonded magnetic material that 
can be shaped, cut or machined without 
danger of chipping. (Page 72) 


324/Circle on Readers’ Service Card 

Transfer Nameplates 

. « « details on “Quality Transfer Name- 

plates” are given by Meyercord Co. 
(Page 73) 


325/Circle on Readers’ Service Card 
Wire and Metal Displays 

. » » Mayer Mfg. Corp. shows a variety of 
p.o.p. display designs. (Page 73) 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Hl. 


*®Please print or type information below 


NAME 


Please have the following sent me. 


301 


304 305 
308 «310 0«=— 31S 31 
315 316 317 31 
321 322 323 


TITLE 


PRODUCTS SOLD 


ADDRESS 


COMPANY 


CITY & ZONE 


*®Note: inquiries for items listed 
not serviced beyond June 15, 1961. 


326/Circle on Readers’ Service Card 
The Widget Kit 

. a building kit for people who can't 
build things is released by Marvic Adver- 
tising Corp, (Page 36) 


327/Circle on Readers’ Service Card 

Plastic Zip-Clips 

. « - @ large paper clip, available with ad 

imprint, is described by Ideas Unlimited. 
(Page 42) 


328/Circle on Readers’ Service Card 

Desk Calendars 

leases a catalog of current desk calendars. 
(Page 42) 


329/Circle on Readers’ Service Card 

Stamp Teller 

- - » literature on the Stamp Teller, a new 

item in the Waterbury line, is available. 
(Page 42) 


330/Circle on Readers’ Service Card 
Personalized Bibs 

. . . details on waterproof paper party 
bibs, personalized with a last name, are 
available from Parti-Bib. (Page 42) 


331/Circle on Readers’ Service Card 

Presentation Charts 

+ « » can gain effective results at sales 

meetings, says Graphic Institute in a folder. 
(Page 49) 


332/Circle on Readers’ Service Card 
Movie Projector 

« « « designed for quick and easy use in 
selling is descibed in a Harwald Co. mail- 
er. (Page 49) 


333/Circle on Readers’ Service Card 
Special Audience 

. « » television is defined and explained in 
a booklet offer by New York City’s Tele 
talent Inc. (Page 49) 


334/Circle on Readers’ Service Card 
Do It Yourself 

- « » Chart assembly kit is explained in a 
folder from Duchart Inc. (Page 50) 


335/Circle on Readers’ Service Card 
Re-Design Case History 

. . » Robert Zeidman Associates shows a 
package redesign, step-by-step. (Page 61) 


336/Circle on Readers’ Service Card 
Sketchbook 20 

. « » highlighting a display through motion 
is illustrated in a new booklet from Mer- 
kle-Korff Gear Co., Chicago. (Page 125) 





PROMOTIONAL MATERIALS... have a responsibility far beyond stimulating the 
sales force, offering the goods and services of your firm or advertising a premium. Folders, brochures, 
letters should reflect your corporate image...consistent with your company letterhead. 


A well designed letterhead is the result of combining fundamentals, layout, typography and color... 
with reproduction on fine paper. White, bright, strong PLOVER BonpD, the visibly better letterhead 
paper, is the perfect backdrop for any printed piece. When used as a French Fold, for multi-page 
promotional material, it stands out against competition ... commands more attention. 


Our new and complete WORKBOOK OF CREATIVE LETTERHEAD DESIGN (yours for the asking) illustrates 
the four basic elements of good design. While it deals exclusively with letterheads, the WORKBOOK 
can be used effectively when designing any printed piece for your company. For your complimentary 
copy, contact your PLOVER BonpD Paper Distributor or write directly to us. 


6 
WHITING- R PAPER COMPANY, STEVENS POINT, WISCONSIN 
better papers are made with cotton fiber 
y 





THAT PUT °C 


ULLMAN GRAVURE 


FULL COLOR 
PLASTIC 


f NSP, & oF 


TR p 
t J 


Ber 8S 
NP Seen 


ULLMAN TRANSPARENCIES give your 
(carune ) advertisement a brilliance not possible in paper 
ee _ prints...unobtainable in any other process 
I z Ie. , y : ’ because only ULLMAN builds a light-refract- 
. ing surface into each Transparency .. . prints 
picture copy on both sides of clear plastic in 

perfect register. 

Your ad gets magnificent color build-up in 
front of the light because there is no printing 
screen to break up the continuous tone picture. 
The advertising message stays bright even 
should the Shadow Box light fail. 

; : No warp. No wrinkle. ULLMAN TRANS- 
(caRLne ) ' PARENCIES won't fade in front of a light 
‘ source. From 200 pieces to any quantity. Any 


c Cf size up to 37” x 49.” 
Black Lab ¥ 


BEER 


| People Like It! ae 
TT 


—_ LET US SHOW YOU HOW TO 
Light Up Your Promotion Program 
Write for descriptive literature and 
Light boxes created by Tel-A-Sign, Inc. of Chicago a ee eee 


A division of The Uliman Company, inc. 
Established 1888 


FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES 
SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 
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